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‘Real American Breakfast’ Deal 
Ties in Private Label Coffees 


Disagreement Over 
Canadian TV Rates 
Delays U. S. Shows 


(Earlier story on Page 2) 

New York, Sept. 11—Although 
several advertisers are interested 
in presenting their U. S. telecasts 
on Canada’s two new TV stations, 
the way has not yet been cleared 
for them to do so. 

The major obstacle to the sched- 
uling of some U. S. network at- 
tractions on CBFT, Montreal, and 
CBLT, Toronto, is a difference of 
opinion between the Canadian 
Broadcasting Corp. and the Na- 
tional Broadcasting Co. and CBS 
Television. They have been un- 
able to agree on the amount of 
payment to be made for programs 
originating in this country. 


® DuMont Television Network has 
a verbal arrangement with CBC 
for Canadian coverage for spon- 
sors. However, it is believed that 
no formal contract will be signed 
until the CBC comes to terms with 
the other three U. S. video net- 
works. CBC reportedly hopes to 
make the same type of deal with 
all the chains. Talks between ABC 
and CBC reportedly have been 
going satisfactorily, though no deal 
(Continued on Page 74) 


By S. R. Bernstein 

Cuicaco, Sept. 11—The third an- 
nual “Real American Breakfast” 
promotion will be kicked off Sept. 
22, with intensive advertising and 
promotion scheduled for the latter 
half of October and early Novem- 
ber. 

This year participants in the un- 
usual related item promotion in- 
clude Aunt Jemima pancakes 
(Quaker Oats), Birds Eye frozen 
orange juice and Log Cabin syrup 
(General Foods), and Swift’s Pre- 
mium bacon. 

These four advertisers will pay 
the bills for the promotion. But 
coffee—and private brand coffee 
at that—will get a very substantial 
free ride. 


® Big promotion guns include four- 
color pages in the Oct. 18 Saturday | 
Evening Post; four-color insertions 
in the November issues of Ameri- 
can Family, Better Living, Every- 
woman's, Family Circle, Western 
Family and Woman’s Day; full 
pages or 1,000-line ads in 90 major | 


newspapers Oct. 30 (an innova- | 


tion for the campaign); support on} 


four coast-to-coast radio shows, 
and on TV also; plus a wide variety 
of tie-in material for stores, local 
advertising, intensive activity by 
the sales forces of the participating 
advertisers, etc. 

Details of the promotion went to 

(Continued on Page 82) 


Martineau Says Cigaret Ads Are Trite, 
Overlook Powerful Reasons for Buying 


BIRMINGHAM, Sept. 12—The 
trouble with today’s cigaret ad- 
vertising is that it harps on a few 
well-worn themes, completely 
overlooking a wide range of pow- 
erful psychological reasons why 
people smoke cigarets, Pierre Mar- 
tineau of the Chicago Tribune's 
research department said here to- 
day. 

Addressing the annual conven- 
tion of the Deep South district of 
the Advertising Federation of 
America, Mr. Martineau told about 
the projective 
testing and the 
depth interviews 
sponsored by the 
Tribune in an 
analysis of why 
people actually 
smoke cigarets. 

“Every day it 
is dinned at us 
that somebody’s 
cigaret is mild- 
est,” he said. “Yet 
nobody really 
wants the mildest cigaret. A com- 
pletely mild cigaret would be like 
smoking hay. As subjects put it, 
it would be comparable to drink- 
ing whisky without any alcohol 
in it. Why bother to smoke?” 


Pierre Martineau 


® People in the newspaper busi- 
ness are “mostly selling dead dry 
bones” when they offer lifeless sta- 
tistics on circulation and linage, 
he maintained, adding that a news- 
paper has a vast range of mean- 
(Continued on Page 84) 


Hooper Starts 
Using Diaries 


New York, Sept. 12—C. E. 
Hooper, the man who has fought 
longest and hardest for the tele-| 
phone coincidental technique, is 
turning to the diary system as a. 
supplementary basis for his TV) 
ratings. 

Mr. Hooper today announced a 
“new complete TV audience meas-_ 
urement service’ which he de- 
scribed as a “truly accurate rating 
system” capable of “meeting every 
audience gauging need of the TV 
industry.” 

These ratings will replace the 
present telephone-based TV home 
Hooperatings and will be called| 
TV area Hooperatings. Samples for | 
the individual city ratings will 
cover a 60-mile area, with the tele- 
phone coincidental supplemented 
by diary information. The old tele- | 
vision service has been available 
in 23 cities; six of them got monthly 
ratings. 
= The new service will be pub-| 
lished in 40 markets and—like all | 
Hoopereports since the national 
ratings were sold to A. C. Nielsen 
Co.—will be on a city-by-city 
basis. 

“This represents more TV cities 
than have hitherto been regularly 

(Continued on Page 85) 
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Jack Owen Saw the Agency Trend... 


Gear Caos hs the Mees hr He 


{eal American Breakfast Owen and Chappell Go 


+. } NARTB Barred 
treed From Radio-TV 
7 ad License Hearings 


Ben ew See 


; WASHINGTON, Sept. 10—The Fed- 
= |eral Communications Commission 
_ | ruled today that the National Assn. 
|}of Radio and Television Broad- 
FOR NEWSPAPERS—The “Real Americon| casters cannot participate in radio 
Breakfast’ promotion will appear in about | and TV licensing hearings. 
90 newspapers this year, as well as in maga- The commission said the NARTB 
is not an “interested party” in the 


space, plays up all four participants and | 
gives “your favorite brand of coffee” a 


free ride. In cities where Birds Eye frozen| 8Tieved or adversely affected by | 


orange juice is not distributed, that copy| the granting or refusal of a par-| 


block will be replaced by general copy. ticular application. 


| | The association will be per- 


mitted, however, to participate in 
“rule making procedures”—hear- 
ings in which the commission con- 
siders general rules which govern 
the operation of radio and TV sta- 
tions. 


Kraft Clinics for 
Supermarkets 


|® The decision to bar NARTB from 
| licensing hearings was based on a 
ruling last month rejecting the pe- 
Cuicaco, Sept. 10—Kraft Foods) tition of a group of Washington 
'Co. has been working quietly on) transit riders who wanted to chal- 
a rather ambitious project—| lenge renewal of the license of 
“changing the face of retail food | WWDC-FM, which provides tratsit 
advertising.” |radio broadcasts to buses and 
| At least that’s the way it was) streetcars of the Capital Transit 
|described to AA by John B. Me-| Co. 
| Laughlin, Kraft’s advertising and In the transit riders case, the 
sales promotion manager. | FCC said congress had no inten- 
| Kraft’s target is the familiar) tion of permitting individual citi- 
supermarket ad placed in newspa-| zens to appear in licensing cases 
pers. Mr. McLaughlin said his com- unless they can show they will be 
| pany is trying to get supermarkets seriously injured as a result of the 
|to replace what he called “this impending decision. 
|confused jumble of prices” with NARTB subsequently asked the 
copy and layout that follows the FCC to reconsider the grant of a 
principles of national advertising.| non-commercial TV permit to the 
University of Kansas. The NARTB 
= The program started five months said the commission had violated 
ago after Mr. McLaughlin told its rules in issuing the permit, be- 
(Continued on Page 74) (Continued on Page 8&4) 


Last Minute News Flashes 


Seeman Opens Campaign for New Nylast 

New York, Sept. 12—Seeman Bros. will break a campaign for its new 
Nylast (“washes and strengthens” nylons) on Sept. 26, through William 
H. Weintraub & Co. Pages in 19 magazines, half-pages in the First Three 
Markets Group and This Week Magazine, Nancy Sasser and Jessie’s 
Notebook in 223 newspapers, spots in all 65 TV markets, and a CBS 
soap opera on 169 stations will be used. 


Cpl. Farkas Can Paint Lemon on His Car 


a month ago of painting the word “lemon” on the side of his Ford, can | 


do so all he wants now. The District of Columbia commissioners have | 


taken from the books the ordnance prohibiting car owners from doing 
anything to disparage any make of car. The Farkas case has been 


| quashed. Auto dealers will have to rely on libel and other civil laws 
| hereafter. 


Hamm and Volkmar Join Geyer, Newell 
New York, Sept. 12—Fred J. Hamm, formerly with M. H. Hackett 
Agency, and Harvey N. Volkmar, last with Kenyon & Eckhardt, have 
joined Geyer, Newell & Ganger as account supervisors. Mr. Hamm was 
account and new business executive at Hackett and Mr. Volkmar was 
account executive at K&E. 
(Additional News Flashes on Page 85) 


wi with Accounts to K¢E 


It’s a Good Place for 
My People, My Clients 
and Me, Owen Says 


New York, Sept. 10—Owen & 
Chappell will be dissolved on Nov. 
3, with its officers and some staff 
members joining Kenyon & Eck- 
harat. 

Along with them will go four 
accounts: Brown-Vintners Co. 
(White Horse Scotch), Frankfort 
Distillers Corp. (Hunter and Wil- 
son whisky), National Brewing 
Co., Baltimore (National Premium 
and National Bohemian beer) and 
Renfield Importers (Martini & 


sense that its interests may be ag-| Rossi vermouth, Piper Heidsieck 


champagne, Remy Martin cognac). 

John H. Owen will become a 
K&E v.p. and account supervisor, 
and Charles Chappell will become 
a K&E consultant and vice-chair- 
man of the review board. They 
were respectively president and 
executive v.p. of Owen & Chappell. 


s That is the framework of the 
story. But how big, soft-spoken 
Jack Owen came to give up his 
agency after a decade of operation 
is another, curiously illustrative 
of the trend in the agency business. 

Two months ago he didn’t know 
anyone at Kenyon & Eckhardt. In 
1951, his agency had enjoyed its 
best year, had billed just under 
$5,000,000, and its accounts were 
solid and happy. But Mr. Owen 
had come to a conclusion about 
the agency business—that the 

(Continued on Page 81) 


FM Promotion Falls 
Flat onIts Face 
in Philadelphia 


PHILADELPHIA, Sept. 10—Plans 
for an FM set promotion drive here 
in October were abandoned today 
when radio distributors said they 
would not be able to cooperate. 

The drive was to be patterned 
on FM promotions previously con- 
ducted in North Carolina, Wis- 
consin and the District of Co- 
lumbia under sponsorship of local 
groups, the National Assn. of Ra- 
dio and Television Broadcasters 
and the Radio-Television Manu- 
facturers Assn. 

Broadcasters of the area had al- 
ready pledged to contribute over 
$100,000 worth of time for the 
Philadelphia campaign and had 


‘ : received advance assurance of co- 
WASHINGTON, Sept. 12—Marine Cpl. Frank Farkas, who was convicted | 


operation from distributors. 


# But when a meeting assembled 
here this afternoon to complete 
preparations for the drive, dis- 
tributor representatives said they 


| could not participate because they 
| will be occupied during October 
| with preparations for the Christ- 


mas trade. 

Broadcasters say the drive will 
be postponed indefinitely, and will 
not be revived until distributors 
pledge cooperation and offer, a 
specific date for the campaign. 
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Paramount and 
DuMont Present 
Case to FCC 


Wasuincton, Sept. 9—The first 
major issue in the so-called “Para- 
mount Case” reached the point of 
decision today, after opposing at- 
torneys gave Federal Communica- 
tions Commission Hearing Exam- 
iner Leo Resnick “proposed find- 
ings” on the relationship between 
Paramount and Allen B. DuMont 
Laboratories. 

Other issues in the case, includ- 
ing the proposed merger of United 
Paramount Theaters and ABC, the 
proposed sale of WBKB, Chicago. 
to CBS, and the renewal of Para- 
mount Pictures Corp.’s TV license, 
will be turned over to Mr. Resnick 
late next week. He is expected to 
have a decision in November or De- 
cember. 

Paramount and DuMont at- 
torneys both argued today that 
DuMont is firmly in the control of | 
Dr. Allen B. DuMont, its president. 
But FCC attorney Fred Ford con-| 
tended that Paramount's three 
Class B directors exercise a “nega- 
tive control” over the firm through 
their authority to veto changes in| 

rporate structure. [Paramount 

ures Corp., with which DuMont 


Dorit be a“LIVING ROOM CAPTIVE”... 


| I pee eer er 


Step out and see a great movie! 


Advertising Age, September 15, 1952 


These Top Stars of Hollywood 


» LUSPRE-CREME Shampoo FF 
for the Miost Beanstiul Haar un the Vord 


41 TESTIMONIALS—This Colgate-Palmolive-Peet ad for Lustre- 
| Creme essentially repeats a spread it ran in Life and Look las? 
spring. (Movie credit ratings of the 41 actresses ore brought up 
| to date.) This ad is running in The American Weekly, This Week 


M 


FE AN ee ee oS ee Ee eS ae 


Creme account. 


gazine and papers in Atlanta, Denver, Chicago, New York, 
Kansas City and Philadelphia. As a newspaper ad it runs about 
16” deep across two pages. Lennen & Mitchell handles the Lustre- 


Class B directors, controlled by 
Paramount, could gain complete 
contrel. 

“In view of this division, which | 
effectively prevents either group 
from gaining ascendency over the 


iginvolved, and United Paramount | other in arriving at the basic de-| 
Theaters, with which ABC has| cisions of the company, it must be| 
been dickering, have no corporate | found as an ultimate factual and| 
eoMnections. } |legal conclusion that neither Dr. | 

: | DuMont and his associates nor Par- 
ein its massive brief, DuMont/|amount have affirmative control | 


ie 


coOMplained that its relationship 
Paramount had 


of the company: that Paramount 


Canada’s First 
TV Stations Bow 


Relays Should Permit 
Live Shows from U. S. 
by Summer of 1953 


ToRONTO, Sept. 10—Station CBFT 


Calised it to become involved in| action on the many basic decisions | Saturday, the first of what will 


CWMbersome litigation, and was 
threatening its ability to build 
ffective TV network. 

FCC were to decide that Para- 
misunt controlled DuMont, DuMont 
ld be precluded from applying 
additional TV stations under | 

FCC's limit of five stations to any | 

Pafticular owner. 

B cleared of Paramount con- 
trol, DuMont, which already has 
thr@e stations in its own name— 
WTTG, Washington; WDTYV, Pitts- 
burgh, and WABD, New York—| 
would apply for stations in Boston | 
and St: Louis. 

Unless it gets additional owned- 
and-operated stations as assured 
@Utlets for its programs, DuMont 
said, it will continue to remain at 
a serious competitive disadvantage 
in the TV network business. 

DuMont added that the proposed 
merger of United Paramount Thea- 
ters and ABC “will result in a hy- 
dra-headed combination of a stand- 
ard broadcasting network, a televi- 
sion network and the largest thea- 
ter exhibition chain in the United 
States. 


@ “If the merger of UPT and ABC 
should be approved, the long-run} 
future presents an economic pic-| 
ture of three gigantic television! 
networks with which DuMont of! 
necessity must compete.” | 

Former FCC Chairman Paul 
Porter, as attorney for Paramount, 
conceded that Paramount's minor- 
ity on the DuMont board has au-| 
thority to veto mergers, consolida- | 
tions, sales of assets or franchises, 
and other changes in the corporate 
charter. 

But he argued that Paramount 
has never engaged in a proxy war 
in an effort to seize control of the, 
DuMont board, and that it wasn’t) 
likely to do so. 

“It is generally conceded,” the 
Paramount brief said, “that suc- 
cessful management cannot be de- 
feated in a proxy fight.” 

He also pointed out that Para- 
mount had never dictated any Du- 
Mont policies. 

The FCC brief said DuMont was 

berately set up in such a way 
' neither the Class A directors, 
‘rolled by DuMont, nor the 


of the company, has negative con- 
trol of DuMont.” 


Victor's Versatile 
Clock-Radio to Get 
Its First Promotion 


eventually be a network of gov- 
ernment-operated television sta- 
tions. The second, CBLT here in 
Toronto, opened up Monday. 
Canadian television for the Pa- 
cific, western prairie and Atlantic 
regions may be a long time com- 
ing, anywhere from one to two 
years. However, the government 


Life Advertisers 
Expect 300 at 19th 


Meeting in Montreal 


Kansas City, Mo.. Sept. 10— 
More than 300 top-ranking adver- 
tising, sales promotion and public 
relations men and women in the 
life insurance field will assemble 
jat Montreal Sept. 29 to Oct. 1, for 
the 19th annual meeting of the Life 


already | through the power to vote or block| went on the air in Montreal last! Advertisers Assn. 


Sessions will feature panel dis- 
cussions covering various phases 
of the life insurance field. In ad- 
dition, there is to be a display 
of more than 400 exhibits in 18 
classifications, such as company 
field magazines and newspapers, 
annual reports, national newspa- 
per advertising, national magazine 
|advertising, public relations and 


Campen, N. J., Sept. 10—RCA/|already plans a loan to Canadian/| material to motivate agents. 


Victor has entered the clock-radio| Broadcasting Corp. to let it start} 


More than 15 speakers, includ- 


field with an instrument that will|on the second stage of its service, | ing the Hon. Brooke Claxton, Q. C.., 


“sing the owner to sleep, wake! 
him with an alarm, soft music or| 
news, turn on a lamp, or start | 
the coffee percolating.” It also tells} 
time. 

Shipments of the clock-radio 
have been made to distributors! 
and plans have been made to pro-| 
mote it this fall, chiefly as a Christ-| 
mas gift. 

The first model (another may | 
be ready by Christmas) will have! 
part of the space in an ad in the} 
October Progressive Farmer and 
Nov. 8 issues of Air Force Times, 
Army Times and Navy Times. 
Television sets and record players | 
will also be promoted in this copy. | 


| Storage Battery ( 


@ The biggest part of the promo-! 
tion comes early in December with 
color spreads in Life and The Sat-| 
urday Evening Post, and in page 
ads in Life and Progressive Farmer | 
just before Christmas. These ads | 
will promote other items along 
with the clock-radio, but the latter} 
gets sole billing soon in Retailing! 
Daily and Variety. 

The product will be promoted 
also on “Kukla, Fran & Ollie” and 
“Curtain Call,” NBC video shows, 
and on the Meredith Willson radio 
show on NBC. 

RCA Victor will go 50-50 with 
dealers on car cards and news- 
paper space. Comedian Jimmie 
Durante will provide a testimonial 
in the first ads. 

J. Walter Thompson Co. is the 
agency. 


Two Dailies Raise Prices 


The News, Batavia, N. Y., has in- 
creased its single copy price from 
5¢ to 6¢. At the same time, the 
Columbus Dispatch announced that 
the price of its Sunday editions 
has been raised from 10¢ to 15¢. 


establishment of stations at Van-| 


couver, Winnipeg and Halifax. 

Prime Minister Louis St. Laur- 
ent, officially opening the two TV 
stations, told viewers that the gov- 
ernment also is making provision 
for the expansion of television ser- 
vice by private broadcasters. 


® This was welcomed here this 
week by the Canadian Assn. of 
(Continued on Page 6) 


Willard Ads to Warn 
of Battery Failure 


Se 9—Willard 
is sponsoring 
drive to warn 

batteries in the 


CLEVELAND, 


a Magazine-spurre 
motorists of fizzled 
crisp days ahead. 
Ads in Collier’s, Country Gentle- 
man, Life, Progressive Farmer and 
Successful Farming will suggest 
that batteries be checked and—if 


necessary—replaced before it is 
too tate. 

The copy will remind car- 
owners that 10,000,000 battery 
failures were reported by the 
American Automobile Assn. last 


year. To alert autoists, Willard is 
using Western Union’s Operator 
25 in the campaign. By dialing 
the service, a motorist will be 
given the name and location of 
the four Willard dealers nearest 
him. 


s Dealers will be prepared to give 
the car’s battery a charge and 
condition test, or supply the motor- 
ist with a new Willard. The dealers 
have been urged to sponsor co- 
operative advertising with the ap- 
peal: “Tell, Test and Sell.” 

Meldrum & Fewsmith 
agency. 


is the 


M. P., Minister of National De- 
fense, Government of Canada, Ot- 
tawa, will address the sessions. Mr. 
Claxton will be the principal 
speaker at the luncheon Monday, 
Sept. 29. 

Other speakers will include 
|Marion Harper Jr., president, Mc- 
|Cann-Erickson, New York; Robert 
E. MacNeal, Philadeiphia, presi- 
|dent of the Curtis Publishing Co., 
and Arno H. Johnson, v.p. in charge 
of research, J. Walter Thompson 
Co. 


\@ Life insurance men who will ad- 
|dress convention sessions include: 
| Donald B. Woodward, v.p. for research, 
|Mutual Life of New York; Charles J. 
|} Zimmerman, managing director, Life In- 
| surance Agency Management Assn., Hart- 
ford; Edward O'Shaughnessy, Equitable 


| Life of U. S., Chicago; Willard C. Cousins, 


| field supervisor, Aetna Life Insurance Co., 
| Hartford; Byrne Hope Sanders, v.p., San- 
ders Marketing Research, Toronto; George 
|F. B. Smith, executive v.p., Connecticut 
Mutual Life, Hartford; Richard Rhode- 
| beck, president, U. S. Life, New York. 
Also, R. B. Taylor, agency manager, 
Jefferson Standard, Greensboro, North 
Carolina; W. Arthur Hand, divisional man- 
ager, Confederation Life, Toronto; E. P. 
Balkema, Northwestern National, Minne- 
apolis; Abram T. Collier, second v.p., 
John Hancock Mutual, Boston; A. Gordon 
Nairn, Toronto, director of agencies for 


Canada, Prudential of America, and Mor- | 


gan S. Crockford, secretary, Excelsior 
Life, Toronto, who also is general chair- 
man for the meeting. 


Appoints Junger Agency 

Mort Junger Advertising, New 
York, has been appointed agency 
for the Noonday Press. Newspapers 
and trade advertising will be used. 


WDOK Appoints McGillvra 

Joseph H. McGillvra Inc., radio 
station representative, 
appointed to represent 
Cleveland, 
| field. 


has been 
WDOK, 
in the national spot 


Friend-Sloane, 
Reiss Merge 


New York, Sept. 12—Two agen- 
cies, Reiss Advertising and Friend- 
Sloane Advertising, have merged 
their companies into an equal part- 
nership and have formed Friend, 
Reiss, McGlone Advertising. The 
new agency occupies two floors at 
221 W. 57th St. 

About 35 accounts, covering the 
hard goods, fashion, outerwear, 
mail order, retail store and other 
fields, are involved in the equal 
merger. There are no conflicting 
accounts. The Reiss agency has 
been handling largely industrial 
and hard goods accounts. Friend- 
Sloane has been active in the fash- 
ion, publishing and retail fields. 


® Both agencies had approximately 
equal billings and the merger will 
put the new organization around 
the $5,000,000 category. 

No titles have been decided up- 
on but under the new setup the 
roster shapes up like this: Lee 
Friend will be in charge of new 
business, Harold Reiss will be cre- 
jative head, Ben Reiss will handle 
business and personnel manage- 
ment, and James W. McGlone Jr. 
will be account service head. No 
employes are being dropped and 
the new agency will staff about 50 
people. 

The merger, in negotiation for 
about three years, was brought 
about because “a combination of 
forces offers a much stronger re- 
sultant than each of us going our 
way separately,” Lee Friend told 
AA 


He added that the cumulative ef- 
fect of the combined businesses 
will be more than one plus one 
and that the merger will effect 
economies and provide better serv- 
ices to clients. No tax considera- 
tions were involved in the merger, 
he said. 


® Reiss Advertising was formed 
about 1930 by the Reiss brothers. 
Ben Reiss was formerly an engi- 
neer. Before forming his agency 
seven years ago, Lee Friend was 
assistant to George Hecht on Par- 
ents’ Magazine. 

Mr. McGlone has a retail back- 
ground and joined Friend-Sloane 
in 1950 as executive v.p. from 
Fawcett Publications, Chicago. 

Some of the better known ac- 
counts of the new agency are Cor- 
nell-Dubilier Electric Corp., Gray- 
son-Robinson Stores, Grosset & 
Dunlap, Pandora Knitwear, Mar- 
boro Books, Levolor Lorentzen 
Inc., Sweet-Orr & Co., S. Klein 
Department Store and Toy Guid- 
ance Council. 


Scott Gets Universal 


Universal Television System, 
Capehart television distributor in 
Kansas and Missouri, has appoint- 
ed Peter T. Scott Associates, Kan- 
sas City, to handle the account. The 
|campaign will be mainly direct 
mail. Russell C. Comer Advertising, 
Kansas City, continues to handle 
the training school division of 


| 
P.O.P. Idea Forum Planned 
Chicago Show Printing Co., Chi- 
cago point of purchase advertising 
creator and producer, will act as 
host to Chicago advertising, mer- 
chandising and sales executives at 
a two-day point of sale idea forum 
Sept. 23 and 24 at the Sheraton 
_—— 
Coerne Joins Robinson 
| John S. Coerne, formerly adver- 
tising manager of Capitol Records, 
has been appointed creative direc-~ 
tor of Elwood J. Robinson & Co., 
Los Angeles. 


Joins Hilton & Riggio 

Louis Meisel, formerly with Lig- 
gett-Rexall, Loews Inc. and S. Du- 
ane Lyon Inc., has joined Hilton & 
Riggio, New York, as an account 
'executive. 
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Role of the Rack Jobber Highlighted REVOLUTIONARY 
in Fourth ‘This Week’ Drug Survey —44r- 


BANDSTAND RACK—That's what Tops ate | 
Enterprises calls this new rack for super-| 
markets. It holds 200 78rpm and 150 
45rpm records, occupies 2x2’ floor space 
and is offered to stores on a deposit re- 
fund basis. Frank-Gould Agency, Los An- 
geles, handles the Tops account. 


Nov. 11 Is Closing 
Date for Freedoms 
Foundation Entries 


VALLEY Force, Pa., Sept. 
Closing date for all nominations in 
Freedoms Foundation’s fourth an- 
nual $100,000 awards program for 
public, private, and _ parochial 
schools, and 15 categories of 
awards for the general public will 
be Nov. 11. 

The program, it was announced 
today, will follow the pattern of the 
first three years of operation. 
Based on this, 832 individuals and 
organizations will receive special 


10—| 


} 


| 


cash grants, honor medals and cer- 
i 


tificates of merit. 


8 Entries may be made by any 
American in the following 15 dif- 
ferent categories: general, adver- 
tising campaigns, cartoons, college | 
campus programs, company em- | 
ploye publications, editorials, es- | 
Says, magazine articles, motion 
pictures, photographs with cap- 
tions, public addresses, radio pro- 
grams, sermons and television pro- 
grams. 

The foundation’s charter pro- 
vides for the judging of all entries 
by a non-partisan awards jury 
composed of state supreme court 
jurists and executive officers of 
patriotic, military and service or- 
ganizations. Non-voting chairman 
of the 1952 jury is Dr. Albert C. 
Jacobs, chancellor of the Univer- | 
sity of Denver. Kenneth D. Wells 
is president of the foundation. 


s The foundation was established 
in 1949 as a non-profit, non-sec- | 
tarian and non-political organiza- | 
tion “to create and build an un-|} 
derstanding of the spirit and phi-| 
losophy of the Constitution and Bill | 
of Rights and of our ‘bundle’ of | 
indivisible political and economic | 
freedoms inherent in them.” | 

Edward F. Hutton, president of | 


New York, Sept. 11—In the drug 
business, the “most interesting op- 
eration which has developed since 
the war is the rack jobber.” 

That’s one of the observations in 
This Week Magazine’s fourth 
study of the drug industry, a busi- 
ness which accounts for 26.7% of 
the magazine’s ad revenue. 

Here are some of the highlights: 

Drug and toiletries manufac- 
turers put big confidence in adver- 
tising, which represents 28% of 
each sales dollar, 60% of each 
selling-expense dollar. Customers 
are extremely brand conscious and 
becoming more so; in evidence— 
five home permanents account for 
86% of total home permanent 
sales, five dentifrices get 85% of 
the dentifrice volume, top brands 
account for 75% and 72% of all 
sales of skin remedies and razor 
blades, respectively. 


s The top brands are adding to 
their business. In 1930, the top 


four brands in dentifrices, sham- |, 


poos and deodorants accounted for 
only 39.5% of the total business in 
these four classifications; by 1940, 
their share was up to 49.7%; in 
1951 it hit 66.2%. 


It’s a big business; drug and} 


proprietary stores are estimated to 
have done a 1951 volume of 
$4,478,000,000—about 
000 in drug stores only, with in- 
dependents doing 78%. This is 
largely a genuine volume gain, 
since drug store prices rose only 
17.7% between 1946 and 1951, 
whereas food rose 42.5% in the 
same period. 

Moreover, grocery sales of drugs 
and toiletries reached $340,000,000 
in 1951, according to Progressive 


$3,905,000,- | 


Grocer, and 85% of the leading 
food stores now handle health and 
beauty items—compared to 37% 
in 1941. Sources of supply are no 
longer a problem; the retailer can 
buy at will. Grocers now buy 40% 
from grocery wholesalers, 33% 
from rack jobbers, 19% from drug 


_wholesalers and 8%, direct. Had 


the big corporate chains been in- 
cluaed among the 1,134 stores in 
the study, the percentage pur- 
chased direct would have been 
greater. 


s Grocery stores are attracted by 
the profits in drugs; sales in drug 
lines show twice the average sales 
per square foot, and four times the 
average profit per square foot. 
Grocers get around 2% of total re- 
tail sales volume on an average of 
128 health and beauty items. Su- 
permarkets ($300,000 volume or 
more) carry around 214 items;) 
smaller stores around 128, and still 
smaller stores (less than $100,000 
volume) about 99. The 2% of 
sales dollars represents 4% of 
profit dollars. 

The rack jobber, who now ac- 
counts for 33% of grocer drug. 
purchases, is moving fast. Take the 
Indiana Merchandise Co., which | 
started in the last half of 1950,) 
and has moved its volume up from 
$37,500 a quarter to $215,600 in 
the first quarter of 1952. It now 
services 500 groceries in Indiana | 
and Illinois. It uses a series of) 
four-foot sections, on each of 
which the grocer pays a $25 de- 
posit. If the rack is taken out, the 
deposit is returned, less 10% a 
year for depreciation. 

Title to the merchandise remains 

(Continued on Page 86) 


Most Competitive 
Period Is Ahead, 
Appley Reports 


New York, Sept. 10—We are en- 
tering what will probably become 
as great a competitive economy as 
our nation has ever experienced. 

On that premise, Lawrence A. 
Appley, president of American 
Management Assn., bases the or- 
ganization’s 29th annual report, 
which will be released tomorrow to 
14,000 company and_ individual 
members in all industries. 

To meet the struggle ahead, Mr. 
Appley says, “industrial and busi- 
ness managements in increasing 
numbers are seeking help, training 
and education to enable them to 
improve their capabilities and per- 
formance.” 


® This has been brought about, he 
explains, because, “First, the job of 
management is becoming increas- 
ingly more complex and difficult. 


‘| level therein. 


E. F. Hutton & Co., New York, is|Secondly, there is a growing con- 
chairman of the board of trustees, |Sciousness that management is a 
and Don Belding, chairman of the | Profession, a science that requires 
executive committee of Foote, Cone | definite techniques, and an art re- 


& Belding, is chairman of the board" 
of directors. 


quiring skills and tools, performed 
by people possessing the proper 


| qualifications and preparation, an 


Oliver Appoints Fisher 

Oliver Corp., Chicago farm and ' 
industrial equipment manufac- 
turer, has set up the new post of 
director of marketing and filled 
it with E. H. Fisher, general man- 
ager of its recently acquired A.B. 
Farquhar division, York, Pa. Mr. 
Fisher, who will transfer to Chi- 
cago immediately, announced two 
appointments: S. W. White Jr., 
member of the general sales de- 
partment, will be in charge of 
market research, and J. O. Cun- 
ningham, formerly merchandising 
department manager, will be ad- 
vertising manager, 


‘acute awareness of the full nature 


of their responsibilities and a de- 
sire to increase their competence.” 

To meet the growing demand for 
management education, Mr. Appley 
says, AMA has deveioped a com- 
pletely integrated program of 
meetings, exhibits, publications, 
research and information and li- 
brary services. Meetings alone, he 
points out, during the past year 
drew a record attendance of al- 
most 14,000 executives, represent- 
ing every branch of industry, com- 
merce, government and education, 
as well as every administrative 


He reports that AMA’s meeting 
schedule for 1951-52 included 12 
national conferences sponsored by | 
the association’s eight divisions, as | 
well as 184 workshop seminars, | 
three “briefing” sessions on topics | 
of national urgency and seven units | 
of the organization’s recently es- | 
tablished management course. 

More than 8,000 inquiries for 
management information were re- 
ceived and processed from all sec- 
tions of the U. S. and many for- 
eign countries. 


General Mills to Use Spots 
on Mutual's M-G-M Shows 


General Mills, Minneapolis, has 
bought a one-minute announce- | 
ment across the board in Mutual’s | 
block of Metro-Goldwyn-Mayer 
produced programs. Tatham-Laird | 
cleared the time for Kix, which 
also will get cpening and closing 
billboards on the dramas. 

This campaign will start Sept. 
29, effective with the return of the 
shows to the air after a summer 
layoff. Programs included in the) 
deal: “Woman of the Year,” with 
Bette Davis; “The Black Museum,” | 
with Orson Welles; “M-G-M Mu- 
sical Comedy Theater,” featuring 
a variety of names; “Modern Ad- 
ventures of Casanova,” with Errol | 
Flynn, and “Adventures of Maisie” 
with Ann Sothern. 


Beech-Nut's New Ads Say | 
Chewing Gum Eases Tension 


Final quarter advertising for 
Beech-Nut Packing Co. will point 
out that chewing gum eases ten- 
sion. The new campaign, scheduled 
for nine magazines, will highlight 
photographs and testimonials of 
national sports figures. The initial 
ad will be a color page in Life, Oct 
6, followed by half-pages Nov. 3 
and Dec. 8. The magazine schedule 
also includes American Girl, Bet- 
ter Living, Boy’s Life, Ebony, Ev- 
erywoman’s, Family Circle, Our 
World and Woman’s Day. A half 
run of four-color square end cards 
is appearing in the New York 
subways system. Kenyon & Eck- 
hardt is the agency. 


HERE AT LAST! 


Not « powder! Not « grind! Bul millions of tiny 
"FLAVOR BUDS™ of regi coffew ... ready to burst instantly 


BIG BOW-—This two-color ad in Chicago 

has opened General Foods’ drive there 

for Maxwell House instant coffee. GF re- 

portedly will spend $500,000 in Chicago 

alone, and go on market by market to in- 

crease distribution of this product (AA, 
Sept. 8). 


Times Are Tough: 
‘Daily Worker’ Is 
Almost Broke Again 


New York, Sept. 10—The Com- 
munist Party newspaper, Daily 
Worker, gave half of its front page 
yesterday to an “urgent message” 
which declared that shrinking cir- 
culation had created a “financial 
crisis” threatening the “very exist- 
ence” of the daily. 

The Sunday Worker’s circulation 
was reported “almost down to half 
of what it was two years ago,” and 
the Daily Worker’s was said to be 
down “by almost 40%.” No figures 
were given for comparison. 

In a sworn post office statement 
in 1950, the Worker’s Sunday cir- 
culation was listed as 67,199, and 
its daily circulation was given as 
20,336. 

In January, 1951, a distress state- 
ment similar to that carried yester- 
day was published by the Com- 
munist daily. Then as now an ap- 
peal was made to readers to help 
by contributions and by selling 
subscriptions to friends. 


5-City Test Opens 
for Pet Nonfat Milk 


Sr. Louis, Sept. 10—Atlanta, 
New Orleans, Buffalo, Memphis 
and St. Louis have been selected 
as test cities for the introduction 
of Pet Milk’s new product, Pet 
Brand Nonfat Dry Milk this month. 

An extensive advertising cam- 


paign is planned to introduce the 
new product. A heavy spot radio} 
schedule is being used on major| 
stations aimed at both white and | 
Negro audiences in all five mar-! 
kets. Large introductory ads are 
being run in at least one daily 
newspaper, as well as in Negro! 
newspapers, in these cities. | 

The Pet Dry Milk introduction 
will get the full point of sale treat- 
ment including in-store demon- 


FTC Cracks Down 
on False Ads for 
Soil Conditioners 


WASHINGTON, Sept. 9—The new 
multi-million dollar “soil condi- 
tioner” industry headed into false 
advertising troubles this week, as 
the Federal Trade Commission 
cracked down on one major indus- 
try member and sent its investi- 
gators to visit other firms. 

The industry itself is only about 


| six months old, but reportedly sold 


somewhere between $3,000,000 and 
$5,000,000 worth of chemicals this 
summer to home owners who were 
eager for a product which would 


jimprove the results of amateur 


gardening. 
The industry is apparently in- 
volved in an intra-industry feud, 


|with the Federal Trade Commis- 


sion dragged in to discipline cer- 
tain industry members who are 
alleged to be “over-selling” the 


| conditioners. 


|= This week's complaint was di- 


rected against Henry A. Deer Inc., 
Philadelphia, who has conducted a 


|nationwide promotion for “Fluf- 
'fium,” one of the liquid condition- 
| ers. 


Under FTC rules, staff members 
will not discuss cases which are 
still under investigation, but they 
are also believed to involve th 
liquid conditioners. 

“Fluffium” promotions said 
gallon was equal to 15 baies 
peat moss, and would conditi 
1,500 square feet of soil to a dep 
of three to five inches. FTC sa 
the ads over-stated the effectiv 
ness of the product, and false 
represented that it is not necessa 
to work “Fluffium” into the so 

One of the major manufacture 
interested in the soil condition 
business is Monsanto Chemical C 
manufacturer of Krillium, whi 
is sold in powder form, with e 
plicit directions for use. 


® Attorneys for Monsanto said he 
today that the firm is interested 


tioners, 
public to lose confidence in t 
produets. 

“Excessive claims of some co 
panies may turn the public sour c 
this important product,” 
torney said. 

An FTC spokesman said the com 
mission has independent scientific 
evidence of the effectiveness of 
soil conditioners, provided they are 
used in sufficient quantity and are 
worked into the ground. FTC said 
Fluffium failed to give the public 
accurate information about the use 
of the product. 

Approximately a half-dozen 
firms are manufacturing the basic 
soil conditioner chemicals, and 
about 20 firms are marketing the 
products. About half the firms 
market it in powder form, and the 
remainder are marketing liquids. 


Lorillard Signs Simulcast 
P. Lorillard Co., New York, 


strations and free sample booklets |through Lennen & Mitchell, will 
Gardner Advertising Co. han-|SPonsor a new audience participa- 
dies the account. | tion game, Two for the Money, 
on NBC's radio and TV networks, 

starting Sept. 30 at 10 p.m., EST. 


|Paschall Manages WNOE 


Benton Paschall has resigned as) 


| general sales manager for Hal} 


Roach Studios, Hollywood, to be- 
come v.p. and general manager for | 
WNOE, New Orleans, and the ra-'| 
dio and television interests of ex- 
governor James A. Noe. Before 
joining Roach, Mr. Paschall was 
West Coast v.p. of the Liberty 
Broadcasting System, a position he 
assumed after heading his own sta- 
tion representative organization. 


Herb Shriner will.emcee the simul- 
cast. Fred Allen was originally 
booked for the show but had to 
bow out because of poor health. 


ABC's Clark Joins WPIX 


William L. Clark, formerly a 
video account executive at the 
American Broadcasting Co., has 
been named to fill the newly cre- 


jated post of eastern sales manager 


of WPIX, New York. 


| Offers Jingle on Voting 


Lott Returns to Agency 

Davis Lott, on active Navy duty 
as a commander for the past 17 
months, has returned to his agen- 


cy, Lott Advertising Agency, in 


Santa Monica, Cal. 


Harold R. Gingrich, 520 N. Mich- 
igan Ave., Chicago, has prepared 
recordings by several singers of a 
“Remember November and Vote” 
jingle, which is offered for radio 

sponsorship. 
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Ossola Co. Finds Way to Sell Pasta Fazool 


and Minestrone to English-Speaking People 


New York, Sept. 11—One way to 
sell pasta fazool and minestrone 
soup is to put on a full-fledged 
opera, at popular prices, and then 
offer discounts on all ducats on 
presentation of labels from the 
food cans. 

That's what the J. Ossola Co. 
has done twice now (at the Brook- 
lyn Academy of Music) as a means 
of promoting its Torino brand 
pasta, minestrone, olive condite, 
olive oil, cheeses and other food 
products. 

The idea behind the box-top 
operas was to cement Ossola re- 
lations with New York's Italian 
and Spanish families—all of whom 
have become familiar with the 
Torino name during ten years of 
advertising—mostly foreign-lan- 
guage broadcasts over WOV, 
WHOM and WBNX. 

Ossola aims at radio programs 
that will result in good will. “We 


dori’'t have to sell them on the 
products, since they already are 
familiar with those. We only have 
to sell the name Torino,” said John 
Silverman, promotion director for 
the company. 


8 The radio programs—*“Pasquale 
Cc. O. D.,” a comedy built around a 
grocery, and “Programa Latino,” 
a musical quarter hour—concen- 
trate on the good will, while Ossola 
salesmen are relied on for selling 
independent grocers. 

Until two years ago, Ossola was 
happy selling the foreign-language 
market exclusively, here and in 
Pittsburgh, Philadelphia, Miami, 
Providence and Scranton. Prior to 
that time, the company was an 
importer and distributor only. 

Then, with the opening of a new 
plant, the company began making 
its own processed line and found 
itself in a position to supply chain 


groceries. The big problem then 
became one of introducing the 
non-Latin American market to the 


found so appetizing. 
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foods that various national groups Coffee gets a free ride in the third annual “Real American Breakfast” 


promotion beginning Sept. 22 .. 


ita wE aoe RaNS aaa ee Page 1 


“We experimented with news-| The Kraft Foods Co. is sponsoring ad clinics in an ambitious effort 
to change the character of supermarket advertising .......... Page 1 


papers,” said Mr. Silverman. “We 
had an immediate copy problem. 
We had to say a lot about the 


foods and we couldn’t afford to/| 


buy big space consistently. We 
simply couldn’t buy quarter pages 
once or twice a week and we had 
too much to say to fit it into a 
smaller space. 


s “Anyway, we tried three New 
York dailies every day for six 


weeks. Each paper carried a quar- | 


ter-page. Beside this, we used 


small teasers in most of the papers | 


here. 

“Eventually, we found radio to 
be our most successful medium. 
We hit on Martha Deane and Carl- 
ton Fredericks in New York and 
Philadelphia. We also used a half- 
hour TV dramatic show in New 
York, which went off with the 


ame 


“All he did was ask, ‘What part of the rich state of lowa is 


i) ~> 


the Des Moines Sunday Register?’” 


STOP any Iowa housewife, banker, doctor, baker .. . 
policeman, postman, cityman, farmer—they’lI all tell you the 
Des Moines Sunday Register covers the whole state of lowa! 


LOOK at this, and you'll agree that 50% to 100% satura- 
tion in 83 of lowa’s 99 counties, 40% to 49% in 9 more, and 
better than 21% in all other counties is coverage that gives 
you not just part, but the entire state of lowa! 


AND LISTEN, that’s not all. You get a market that for 
farm income, can’t be beaten anywhere in the world . . . plus 
... an urban Iowa market that outspends big-spending cities 
like Philadelphia, Boston or San Francisco. 


So take a tip... get it all... 
the Des Moines Sunday Register. (P.S. 


selling medium... 


and with just one great 


You'll like that milline rate, a modest $1.84.) 


THE DES MOINES REGISTER anv TRIBUNE 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA'S TOP 20 CITIES 


ABC CIRCULATION March 31, 1952 
Daily, 376,658—Sunday, 543,674 


Gardner Cowles, President 
Represented by: 


Scolare, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 
Doyle & Hawley—tos Angeles and San Francisco 


Television gets under way in Canada 
as two stations go on the air, 
American advertisers may not be able 
to get their TV messages across the 
border until CBS and NBC reach an 
agreement with Canadian Broadcast- 


ing Corp. on payment for U. S. 


| grams. Stories on ... 


ber, 
drug sales in groceries 


job, 
zines 


compared to general 


Some European agencies work on 


national Union of Advertising . . 


“to go to the publisher” 
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coae gee §, 2 
This Week Magazine finds the big story 
in the drug business is the rack job- 
who now accounts for 33% of 


Ellis Redden, Motorola ad manager, says 
business papers do a poor promotion 
maga- 


but 


pro- 
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Auto dealers will use ads like 
this to offer voters free rides 
to the polls on Nov. 4. Story 
on Page 63. 

com- 


missions as low as 3%! This and other facets of European ad busi- 
ness are described to AA by Paul Althaus, president of the Inter- 
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Company magazines grow by leaps and bounds. Business spends 
$112,000,600 annually on 6,500 of them 
The general manager of the Philadelphia Better Business Bureau tells 
newspaper admen: Don’t be intimidated by advertisers who threaten 
PP Corer iy es ery ets Page 58 
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Photographic Review ........ 50 
Preduction Tips ............ 65 
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Salesense in Advertising ....67 


This Week in Washington ...77 
Voice of the Advertiser 


beginning of summer. 

“But we found we reached con- 
sumers with better results for less 
money on the radio participation 
shows. 

“Two years ago, we weren't sell- 
ing to a single major food chain. 
Today, we are in the A&P, Grand 
Union, Stop & Shop, Gristede, Bo- 
hack, Food Fair, Jewel Tea and 
others. Two years ago, only 5% 
of our total market was English- 
speaking. Today, 33% of our total 
|market is English-speaking. The 
| increase is in our over-all busi- 
ness and not at the cost of our 
| foreign-language trade,” said Mr. 

Silverman. 


“It was our radio advertising 
that got us into the food chains 
and it was Martha Deane and Carl- 
ton Fredericks who made the sales 
of Torino food products to non- 
Latin Americans.” 

Ossola’s agency is the Bobley 
Co. 


Goetz Succeeds Solomon 

Albert J. Goetz, formerly v.p. 
and advertising manager of the 
Pepsi-Cola Corp., has been named 
advertising manager of the Amer- 
ican Safety Razor Corp., Brooklyn, 
N. Y. He succeeds Charles Solomon, 
who resigned last week after hav- 
ing been with the company since 
11935 (AA, Sept. 8). 


always at “SEE" Level! 


walking! Every day. Day in: day 


"WHALEY 
TAXIPOSTERS 


Thousands of people—driving, riding 


—ne 


— 


out! 


And no matter how they travel, they see 
TAXIPOSTERS! Colorful, weatherproof wa Sens 
at 


23” x 38" card displays.. always 


eye-level! With taxiposters, you tell 
more people ..sell more people—for lessi 
5 to 7 miles for a mere penny a poster! 
Rates and availabilities are yours 


for the asking. Write today! 


WHALEY TAXIPOSTERS 


WM. E. WHALEY CO. + 


136 So. Fourth Ave. 


Louisville 2, Ky 
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= Herald <tikees TANS 


“Cas 34th of a Series 


YORK 


Eitune E 


WHERE LEADERS SPEAK 


...and the world listens 


On October 19th, the opening session of the 21st annual Herald Tribune 
Forum will convene in the new United Nations General Assembly Hall... 
distinguished recognition of the Forum's international authority. 


Unique well-spring of action ...launching place for the ideas of world 
leaders...the Forum influences millions. Its immediate audience — 

men and women from civic, professional, fraternal, educational and labor 
organizations — echoes the Forum’s vital voice across the nation. 


The Herald Tribune Forum is symbolic of the Herald Tribune... itself a 
daily Forum of the ideas and opinions of leadership... for an audience 
of leaders. The impact of the Herald Tribune is in this leadership. 

Ideas — or advertisements — in the Herald Tribune spread far beyond any 
‘immediate audience . . . influence not only the few, but the mass! 


To report the complete Forum texts ...a Herald Tribune Forum Section will 
be published on October 26th. It offers a unique opportunity for 
Business to talk to America’s leaders... and is still more evidence that... 


. 4 


DEW-YORK LEADERS ARE 


s 
230 WEST 4}ist STREET 
NEW YORK 36, NEW YORK 
Pennsylvania 6-4000 
Represented nati ily b 
READERS patie echer oa Sent in Chicago, 
Detroit and Philadelphia; 


and Doyle and Howley in 
Los Angeles and San Francisco 
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ABP Tells Colleges 
of Speakers Bureau 


Program Services 


New York, Sept 
are being made by 
Business Publications 
leges and universities 
ricula include courses 
ism, advertising and 
announcing programs 


10—Mailings 
Associated 
to 150 col- 
whose cur- 
in journal- 
marketing, 

available 


WINTER OR SUMMER 
use lots of photos in promo 
tions. They outpul! other i! 
lustrations surveys soy. We 
have over 17,000 to choose 
from. SINGLE PRINTS NOW 
AVAILABLE. Write for FREE 
proofbook Z10-A 
EVE*CATCHERS, Inc. 

207 E. 37 St., Mew York 16, ". Y. 


through ABP’s speakers bureau. 

This marks the 18th consecutive 
season that ABP has taken the 
story of business papers to col- 
lege students. 

Five programs 
fered: 

1. Fundamentals of business pa- 
per editing 

2. Fundamentals of business pa- 
per advertising. 

3. Business paper readership (a 
sound-slide film program based on 
Advertising Research Foundation’s 
Continuing Study of Business Pa- 
pers, conducted for ABP). 

4. What makes a business paper 
advertisement good? (An _illus- 
trated talk, with examples of 
prize-winning advertisements from 
ABP’s annual contests, emphasiz- 
ing the treatment of objectives, 


are being of- 


coherence, illustrations, typogra- 
phy, copy, color, product uses and 
correlation.) 

5. Business papers as a career 
(a discussion of job opportunities, 
and the qualifications called for 
by the business press). 


® The association’s speakers bu- 
reau is composed of publishers, ed- 
itors, salesmen and sales and pro- 
motion managers from member 
papers. Last year the bureau made 
60 special presentations before 
student groups. Chairman of the 
bureau is Harold E. Green, mid- 
west editor of Printers’ Ink. Assist- 
ing him are William F. Buehl, as- 
sistant district manager, McGraw- 
Hill Publishing Co., eastern co- 
chairman, and Richard E. McCarty, 
business manager, Western Adver- 
tising, western co-chairman. 


Advertising Age, September 15, 1952 


Canada’s First 
TV Stations Bow 


(Continued from Page 2) 
Broadcasters as a reversal of pre- 
vious policy. The CAB’s general 
manager, T. J. Allard, voiced the 
hope “that private stations will 
not be surrounded by control so 
stifling that provision of proper 
service will be impossible.” 

Canadian set owners will pay no 
license fee until the end of the 
fiscal year next March, when it is 
expected the fee will be set at $15. 

The Montreal and Toronto sta- 


tions have been on the air for the, 


past several weeks with experi- 
mental programs. Regular pro- 


“Keep the top 
of the market sold” 


ee ee 


MYSTERY SOLVED. Over 70% of all jewelry sales in the United States are made in 47 


great city trade areas... where 80% of THE New Yorker's U.S. circulation is con- 


centrated. This explains why THE NEW YORKER 
carries more jewelry advertising than any other 
magazine. It pays to cultivate New Yorker sub- 


scribers—preferred customers for luxury goods. 


NEW YORKER 


No. 25 WEST 43a0 STREET 


NEW YORK 36, N. Y. 


SELLS QUALITY 


IN QUANTITY 


grams will be televised for three 
hours daily in Montreal and four 
hours here. 

A microwave relay system is un- 
der construction to link Buffalo, 
N. Y., Montreal, Toronto and Ot- 
tawa, where an outlet will be built 
next summer. 


® According to a survey conducted 
by 40 pollsters of Elliott Haynes 
Ltd., marketing research, about 
110,000 viewers in the Toronto- 
Hamilton-Niagara area saw the 
CBLT debut. 

Momentarily, program listings 
include only Canadian shows, with 
the exception of films, but A. 
Davidson Dunton, chairman of 
CBC’s board, reported that ar- 
rangements are practically com- 
plete to bring in DuMont Television 
Network and ABC-TV shows from 
the U. S. 

Earlier arrangements had been 

'to use NBC and CBS video fare, 
but negotiations collapsed after the 
two networks demanded 70% of 
the revenue gained from them by 
Canadian Broadcasting Corp. Ne- 
gotiations may be reopened later, 
| however. 
\@ Canadian Westinghouse Co., 
which originally planned to buy 
| “Studio One” from CBS, will spon- 
sor Canadian Broadcasting Corp.’s 
biggest all-star variety show, “The 
Big Review,” in three-week cycles. 
The show is open to another spon- 
sor the fourth week. 

Addisons Ltd. here is sponsor- 
ing two all-Canadian programs to 
promote Addison Norge products, 
presenting each Tuesday at 7:30 on 
CBLT “Sunshine Sketches of a 
Little Town” (from the works of 
|the late Stephen Leacock) and a 


French kinescoped version on 
CBFT Thursdays at 8:30. 
Vickers & Benson, Montreal 


agency, claimed it placed the first 
commercial TV show in Canada 
|with a 15-minute live show on 
|CBFT at 8:15 Monday night for 
Gereux Motor Ltd., Montreal Ford 
and Monarch auto dealer. The 
show featured Connie Marson and 
Nia Dova. 


® Basic rates now are $1,600 an 
hour for the Toronto station and 
$500 for Montreal. From Septem- 
ber, 1949, to May 1, 1952, a total 
of 91,404 TV sets were sold by 
|}manufacturers either direct or to 
| dealers in Canada. Industry sources 
here estimate that by the end of 
the first vear of telecasting in this 
one-station market, there will be 
112,000 TV homes and 200,000 a 
year later. Similarly, in the Mon- 
treal area there may be 15,000 by 
the end of the first year, 120,000 
by the end of the second and 225,- 
| 000 by the end of the third. 

These figures emphasize the lim- 
ited potential of Canadian televi- 
sion coverage during the first two 
or three years. One deterrent to 
greater sales is the fact that cost 
of sets is higher than in the U. S. 


| Drug Audit Will Be Expanded 
The Market Research Corp. of 
America has announced that for 
its next national retail drug audit, 
starting Sept. 29, the “probability” 
;sample of drug and syndicate 
|stores will be larger than before. 
Samuel G. Barton, president, also 
said the semi-annual audit will for 
the first time include a number of 
the so-called “ethical” specialties. 


Hitchcock to Gettelman 

William H. Hitchcock, formerly 
sales manager of Holsum Products 
Co., Milwaukee, has been appoint- 
ed sales and merchandising mana- 
ger of the A. Gettelman Brewing 
Co., Milwaukee. Harry A. Hartwig. 
formerly sales manager of the 
brewery, has been named assistant 
to the v.p. 


Page Size, Ad Rates Go Up 

The Grocer’s Digest, St. Louis, 
is increasing both its ad rates and 
page size beginning with the Jan- 
uary issue. The rate boosts will 
average 10%. The page size will 
go from 5%x8%” to 83x11”. The 
new type page will be 7x10” (AA, 
June 9, 23). 
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GREAT NEWS FROM: 


THE GREAT SALT LAKE INTERMOUNTAIN MARKET 


THE DESERET NEWS 
SALT LAKE TELEGRAM 


Evening 


THE SALT LAKE TRIBUNE 
Morning & Sunday 


Two Great Newspapers Now Printed And 
Published In One Plant By: 


NEWSPAPER AGENCY CORPORATION 


Offering Complete Coverage of the Great Salt Lake—Intermountain 


Market and its 1'/2 Million People In 


ONE GREAT BUY 


Effective September 1, 1952 
The Salt Lake Tribune-Telegram 


Huge Savings for You 


Previously it cost 66¢ per line to 
cover this market with The Salt Lake 
Tribune, The Salt Lake Telegram, The 


and 
The Deseret News 


Become 
The Salt Lake Tribune Deseret News . . . but NOW you can 


Morning & Sunday 
and 


The Deseret News- 


advertise in both the morning Salt Lake 
Tribune and the evening Deseret News— 
Salt Lake Telegram for only 53¢ per 


Salt Lake Telegram line . . . a saving of 13¢ per line or 
Evening $1.82 per inch. 


Effective September 1, 1952 
these two newspopers will be 
represented nationally by: 


MOLONEY, REGAN & SCHMITT, INC. 
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McCuaig Joins McGraw 

James B. McCuaig, formerly an 
advertising representative with 
McLean-Hunter Publishing Co 
and Gillette Publishing Co., has 
joined the McGraw-Hill Interna- 
tional Corp. as advertising repre- 
sentative in New York and New 
England for McGraw-Hill Digest, 
Ingenieria Internacional Industria 
and Ingenieria Internacional Con- 
struccion 


Sells Chlorophyll Hose 

Manchester Hosiery Mills, Man- 
chester, N. H., is taking orders for 
women’s nylon hosiery treated with 
chlorophyll. Business paper adver- 
tising reads, in part, “Now for the 
first time the consumer can obtain 
the odor-resistant benefits of chlo- 
orophyll, nature’s wonderful puri- 
fier, applied scientifically to full 
fashioned hosiery in attractive fall 
shades.” 


Repeat Orders From 
* CAMEL CIGARETTES 

* WESTINGHOUSE 

* CALVERT 

* GENERAL ELECTRIC 

* U.S. RUBBER 

and Hundreds of Others 


} 
‘PLASTIC DECAL 


NO ADHESIVE—NO MOISTENING — YET IT 
STICKS FOREVER—OR LIFTS IN A HURRY! 
Detail men love it, because Dealers say “Yes” at first 
glance. It's a new type of plastic decal that is revolu- 
tionizing point of purchase merchandising. Saves its 
own cost on “put-up time” alone. For samples and 
details write 


the AD-STIK Company 


5850 Center Ave. + Pittsburgh 6, Pa. 


A 


Research Firm Says Impulse Buying 
Is Half of the Major Product Market 


TOLEDO, Sept. 11—National Fam- 
ily Opinion Inc. has issued a report 
on consumer buying habits which 
may buoy up advertisers discour- 
aged by similar studies recently 
made by the government. 

For the past few years the Fed- 
eral Reserve Board has been spon- 
soring studies at the University of 
Michigan to find out spending 
plans and why consumers do—or 
do not—spend money. This year’s 
report indicated that—barring any 
international or economic upheaval 
—consumer spending for durables 
will be moderate and below that 
of 1951 (AA, Apr. 14). 

The FRB reported that most con- 
sumers felt that this was a bad 
time to buy. In these analyses ad- 
vertising and other sales promo- 
tions are considered negligible fac- 
tors as far as inducing more spend- 


{ing (AA, Apr. 14). 


® National Family Opinion now 
comes out with a survey which di- 
rectly contradicts this view. The 
research organization's study shows 
that buying plans alone are not 
good indicators because half of the 
people who buy items of $100 or 
more don’t know they are going to 
do it. In other words, National 
Family Opinion feels that its study 
establishes “that impulse buying of 
major commodities is practically 
the same in constancy and volume 
as planned purchasing.” 

For its study, NFO used two bal- 
anced panels of 1,000 families each, 
“made up from a pool of 35,000 
certified households representing 
every type, size and kind of family 
in the United States.” These fami- 
lies were contacted in October, 


INDIANAPOLIS! 


long on Automotive Sales 


6th in Population... 


2nd in Automotive Sales 
among the 28 cities of 250,000 to 500,000 * 


> Yes, the thriving Indianapolis market is 
bigger in sales than it is in size, not only 
in the automotive classification, but in 
food, drugs, furniture, household goods, ap- 
pliances, general merchandise, and prac- 


tically every other product group recorded. 


Indianapolis Star and 


Hoosier Hank 


of what Indiana's two largest dailies, The 


The Indianapolis News, 


have done to help build those records. For 
example, here's a chart of Automotive Dis- 
play Advertising lineage in all Indianapolis 
newspapers last year: 


AUTOMOTIVE ADVERTISING LINEAGE, 1951 + INDIANAPOLIS 


STAR -NEWS—71% [piety 


It's a market of ready buyers, with plenty 


of ready cash. It's a must on your adver- 


tising budget! 


We're proud of our sales records in the a 
Indianapolis market, but we're prouder still 


KELLY-SMITH COMPANY 
NATIONAL REPRESENTATIVES 


THE INDIANAPOLIS STAR < ~ 


total 


The Star and The News carried 71% of the 
.. . @ vivid demonstration of their 


power to produce BIG sales in a BIG market 


. a BIG sales opportunity for you. 


* Sales ' gement Survey of Buying Power, May 10, 1952 
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1951, and asked whether they in- 
tended to make a major purchase— 
$100 or more—in the next six 
months. At that time 51.4% of the 
families said “yes” and 47.4% said 
“no” (1.2% not answering). 


® The families were then visited 
again in March, 1952, to check on 
the purchases made during the six- 
month period. Results showed that 
only half of those who anticipated 
making such purchases actually 
made them, while half of those 
who said “no” actually did make 
such a purchase. 

NFO credits this “unexpected” or 
impulse buying to salesmanship 
and advertising. It presents its re- 
port as “evidence that those who 
do not expect to buy any major 
items are just as dependable a part 
of the national market as those 
who save and plan for it.” Con- 
sequently, NFO urges that sales 
promotional policies be formulated 
with a two-fold purpose—‘moti- 
vating the selection by those who 
are actually shopping for a major 
item, and creating the desire in the 
minds of those who do not antici- 
pate any major purchase.” 


® The NFO study also gives a 
breakdown of the items purchased 
and who bought them. The results 
show that more than twice as much 
money was spent improving and 
beautifying the home than for all 
other purchases costing $100 or 
more. The five leading groups were 
as follows: 

1. Household appliances. These 
were bought by 43.2% of those who 
anticipated making purchases and 
by 31.9% of those who had not in- 
tended to buy but did so. 

2. Improving, repairing and re- 
modeling the home. This was sec- 
ond in volume, with 18% of the 
expectant purchasers and 14.7% 
of the non-expectant buyers mod- 
ernizing their homes. 

3. New furniture was bought by 
18% of the families making antici- 
pated purchases and 12.7% of those 
making unanticipated purchases. 

4. TV sets and TV combinations. 
These were bought by 16.5% of the 
expectani buyers and 10.8% of the 
|other purchasing group. 
| 5. New cars. These were bought 
| by 10.2% of those who made antici- 
|pated purchases and by 12.9% of 
those buying on impulse. 

A geographical breakdown re- 

vealed that 50% of families in the 
|South made a major purchase, 
compared to 60% in the North 
Central area. Further breakdowns 
by NFO showed that the composite 
“best customer” was “a farm fami- 
ly, living in the North Central area, 
under 34 years of age, having an 
income of over $3,000, owning their 
own home and having children un- 
der 18 years of age.” 


Goepel Succeeds Johnson 
on ‘Industrial Marketing’ 

Walter L. Goepel, formerly gen- 
eral manager of MacRae’s Blue 
Book, Chicago, has joined Indus- 
trial Marketing as western adver- 
tising manager. He has had long 
experience in advertising and mer- 
chandising, including work with 
Klau-Van-Pietersom-Dunlap Asso- 
ciates, Milwaukee, and Sutherland 
Paper Co., Kalamazoo. He succeeds 
Jack Johnson on Industrial Mar- 
keting, following the latter’s ap- 
pointment as advertising sales 
manager of Advertising Require- 
ments, a new monthly which will 
be published beginning in Janu- 
ary by Advertising Publications 
Inc. 

Hal Darrow, on the staff of IM 
in New York for the past ten years, 
has been named eastern advertis- 
ing manager. 


Pharmaceutical Men Elect 


The Pharmaceutical Advertising 
Club, New York, has elected Ira 
Contant of Hoffman-LaRoche Inc. 
as president. Other officers are: 
v.p, G. L. Long, Ciba Pharmaceu- 
tical Products Inc.; secretary, Rob- 
ert Spencer, Shieffelin & Co., and 
treasurer, S. M. Fossel, Sandoz 
Pharmaceutical Products Co. 
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Agency Advertising: Not Notable 
Why is it that advertising agency copy—the copy which agencies 
write for themselves—is seldom notable advertising? With one or two 
ceptions, 
ir own behalf is not the sort which stirs either the hearts or the 
s0uls of most readers. 
By and large, it seems remarkably pedestrian and, 
Gewnright inept. Why? 
i reason one hears given most frequently is that even the pro- 
ional writers in advertising agencies become a little tongue-tied 
(or should we say typewriter-tied) when they are given the task of 
ifying their own efforts and those of their fellow workers. The 
t mest frequent reason is that advertising agency copy is inherently 
icult to write, since it concerns an intangible, personal service. 
oth reasons are good; that is, they are about on a par with the 
d reasons which a high school sophomore is likely to advance for 
ak of preparation of his homework. But they are really no reasons at 


occasionally, 


Gndustrialists who have heard agency presentations bear witness 
to the fact that very few advertising men give much evidence of false 
M@desty when they are seeking an account face to face; and if in- 
tafgibie personal services are so difficult to advertise, banks, insur- 
ange companies, travel agencies and a host of other advertising classi- 
fig&tions must certainly be straining the creative ingenuity of the 
Di ertisine business. 

Our own guess is that there is a more obvious set of reasons for 
ingpt self-advertising by advertising agencies. We should like to sug- 
"Best that the principal reason advertising agencies generally are poor 
self-advertisers is because they get so little practice at it. And as a 
remedy, we advance the suggestion that every agency forthwith com- 
mission some one in the organization to write a series of agency ads, 
even if the agency has no intention of running them 

For an agency to say that it is not adept at advertising its own ser- 
vices, but is remarkably adept at advertising some one else's, 
a little bit illogical. As a matter of fact, we wonder why it might not 
be a good idea for prospective clients to start discussions with agencies 


seems 


by saying: 
“Let's see what kind of a job you've been doing with your own ad- 
vertising and promotion.” 


Recommended: A Grain of Salt 

Fortune's latest article on selling takes the language of advertising 
apart. It says that advertising writing suffers from and 
that much of it bores and confuses readers. It says that there are 
copywriting stereotypes that are not anywhere near as common in 
other writing. 

It gives the impression that one of the major faults of the selling 
mechanism is that advertising has become so entranced with the sound 
of its own voice that it is no longer doing an effective selling job. 

To a very decided degree, we go along with this criticism. Too much 
advertising is written to impress the fellow in the office next door, or 
the client's wife, or the agency across the street, instead of the poten- 


“ad-iness”’ 


tia! customer. 

But we suspect that Fortune, along with a good many others, may 
be dangerously near assuming that advertising cliches are bad because 
they are cliches, or that plain, straightforward, understandable copy 
without bombast and with plenty of simple dignity will necessarily 
do a good selling job. 

This is the pleasing thing to believe. But it is not necessarily true. 
“Corn,” cliches and similar non-intellectual expressions are a part 
ot every-day life, and a very effective part of it. 


the advertising which advertising agencies turn out on | 


| duced the greatest 


“You can't beat the U. S. mails . 


—lichty, in the Chicago Sun-Times 


- and their determination to see that | get urgent 
notice of an alumni dance. . 


What They're Saying 


Not a Definition 
| What is advertising? 

I have never been able to make 
a short, profound definition of ad- 
vertising. Each time I have at- 
tempted to do this I have found at 
least a dozen exceptions. that 
should be made, so let me infor- 
mally tell you what it means to me. 

To me advertising is a business 
just like any other business. It cre- 
ates. It manufactures. It sells. It 
uses research. It has people who 
| keep books; those who work at 
| benches; some who draw pictures; 
others who write 

It is distinctly an American 
| product. It is a method of com- 


| munication which is as American | | 
| |}Same basis as soups and pickles,| proach to fur advertising,” 
the conveyor | 


the tele-| 


as mass production, 
line, the automobile, 
phone, and yes, freedom itself. It 
has been developed in no other na- 
tion of the world to the extent to 


which it has been developed 
here. .. 

It has taken the dreams of cour- 
ageous manufacturers and _ in- 


ale who bought 
thereby pro- 
material civili- 


ventors to a pe 
those dreams and 


zation ever know: 

In many ways it might be called | 
the youngest part of business. Vi- 
tal in its youth, reckless in its 
statements at times, yet generally 
picturing a better and brighter fu- 


; ture... 


Before the war it was used 
mostly to tell the story of prod- 
ucts. During the war it became a 
real power for the molding of pub- 
lic opinion. It sold war bonds, It 
recruited nurses. obtained men 
for industry. Its message caused 
housewives to save fats. It went 
to work on salvage drives. 

It is as American as we are our-| 
selves. Laugh at it, make fun of it, 
but without it America would be 
different. America will not be 
America if it ever ceases to exist, 
for then business men would not 
be telling the people what they 
want them to know about their in- 
dustrial dreams and products. The 
books, newspapers, magazines and 
radio will be in the hands of those 


|industry requires, 


| who will decide what we are to 


read and hear, for freedom will 
have disappeared. That gives you 
my picture of advertising. 
—By T. H. Young, director of ad- 
vertising, United States Rubber Co., 
in a recent issue of ‘The Jaqua Way,” 
house organ of Jaqua Advertising Co., 
Grand Rapids, Mich. 


The Sate Course? 

Food outlets are undoubtedly 
making headway in their distribu- 
tion of health and beauty aids and 


chandise lines. No one knows how 


it will affect retail drug stores. 
Whether the public will be con- 
tent to place such products on the 


remains to be seen. 
But, admitting that the trend is 
on, what is the safe course for the 


manufacturer to pursue? Should he | 


rush pell-mell for « place on the 
non-pharmacy bandwagon? Or, 
should he seek to strengthen the 
drug store so as to enable it to 
withstand the new competition, 
recognizing as he must, that it will 
continue to carry the great distri- 
butional load fer the drug indus- 
try? 

If a ship, heavily laden with 
cargo, sprang a leak, would the 
prudent captain meet the situation 


| by blasting a still larger hole? Our 
point is that the trend would seem | 


to justify the manufacturer coming 
to the aid of his cargo vessel, rath- | 
er than lend his efforts to what is, | 
at best, a mere row-boat perform- 
ance. 

By no stretch of the imagination | 
will the supermarkets ever be able 
or willing to do the over-all dis-| 
tributional job which the drug 


trend. 

This basic truth would seem to 
call for earnest thought and care- | 
ful evaluation upon the part of the 
manufacturer as he seeks to form-| 
ulate a sales and distributional | 
policy having a realistic relation 
to the changing competitive pat- 
tern now so much in evidence. 


—Editorial in “Drug Trade News,” | 
Sept. 1 issue. 


jloudly for the old-fashioned au- 
other well known drug store mer-, 
| 


/easily run a hotel, a baseball club 
| sound the trend is or how greatly | 


Advertising Age, September 15, 1952 


Rough Proofs 


Ernest Hemingway says Ballan- 
tine’s ale is the perfect drink after 
fighting a big fish, but for some 
reason he didn’t mention it in “The 
Old Man and the Sea.” 


Caspar Milquetoast Jr. says he 
thinks it is unbearably rude to turn 
off a radio right in the middle of 
the announcer’s commercial. 


After thorough and mature con- 
sideration, it is the opinion of the 
greatest experts in the field of ra- 
dio broadcasting that night must 
fall. 


Following the educated lead of 
Adlai Stevenson, the Democrats 
plan to depict the Republican par- 
ty as a victim of split personality 
through the medium of a radio 
show, “Schizophrenia,” and the 
only problem is to make sure that 
all concerned can pronounce it. 


+ 
The Journal of the American 


Medical Assn. earnestly advocates 
medical research into the problem 
of the effects of TV shows on 
children, and thus far no maga- 
zine group has stepped forward to 
sponsor it. 

* 

AA editors identified the Real 
Silk Hosiery Mills as “the direct 
selling hosiery manufacturer,” and 
may expect salesmen equipped 
with a list of products as long as 
your arm to drop in for a demon- 
stration. 


ao 
Continued newspaper consolida- ! 


tions as a means of solving the 
high cost of publishing seem to cry 


thority who was sure he could 


———— 


or a newspaper. 
* 

“Mink producers plan new ap- 
the | 
story says. | 

The idea will be to make the f 
product a fashion rather than a f 
political item. i 

e 


A new book on selling has chap- 
ters on “the use of flattery, courte- \ 
sy and tactfulness.” i 
They’re spelling out the essential 
details in the life of a salesman. | 
+ 
Joe Badger, former agency head, | 
is now running a mail order lob- i 
ster business out of Camden, Me., 
and may find being his own client 
is easier on the ulcers. 
a 
Better Homes & Gardens is mak- 


\ing the most of the propagation 
|possibilities of the “buy-ological 


urge” presented by its man-woman 


audience. 


A woman account executive 


trained for p.r. and contact work 
trend or no/admits she’s “willing to move to 
New York.” 


Such lack of enthusiasm is prac- 
tically sacrilegious. 
+ 
The hot races this fall have the 


nation trembling with excitement 
—Dodgers versus Giants, Yankees 
versus Indians, and oh, yes, Adlai 


versus Ike. 
Copy Cus. 
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S 
Metals advance- — 


U.S. Steel, National Steel, Hoeganaes, Colorado Fuel 


& Iron, Lukens, Alan Wood, Kaiser... these names 
are building a major metals center between Trenton 
and Wilmington, in the Delaware Valley. 


in the 
Delaware Valley, U.S.A. 


THE GREATER PHILADELPHIA MARKET 


FROM THE WORLD'S GREATEST INDUSTRIAL 


AREA, the Delaware Valley, come more and 
more goods every day. Here in this booming center of 


8 TO IC AAS PU A 


production, a mammoth market offers a spectacular 


selling opportunity. 
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where the First newspaper 
keeps advancing! 


THE INQUIRER’S DOMINATING AND 


MONTGOMERY 
counrr 


PENNSYLVANIA 


CHESTER 
counTY 


Tf 
VAs ded BURLINGTON 
COUNTY 


ge< 


CONSTRUCTIVE FORCE continues to inspire 
° ° ; GLOUCESTER CAMDEN " 
Delaware Valley advancement, just as it has done for 7 yy \ county counry. . 


years past. Through its service to the entire Delaware ~~ EW ERSEY 


ATLANTIC 
counTY 


DELA\ «¢ satm 
A counrTy 


Valley and through its constant leadership, THE 
INQUIRER bolsters its top position in this uniquely 
rich, thriving market area. 


ATLANTIC @ 
cn é 


CUMBERLAND 
COUNTY 


\CAPE MAY 
country, 


Now in its 19th 
Consecutive Year of Total 
Advertising Leadership 

in Philadelphia! 


¢ Philadelphia Pnguirer 
i The Worle's Greatest hare Area 


Exclusive Advertising Representatives: ROBERT T. DEVLIN, JR., Empire State Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE S$. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coast Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 * 1127 Wilshire Boulevard, Los Angeles, Michigan 0259 
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Nine Out of 10 
New Yorkers Saw 
Conventions: NBC 


Los ANGELES, Sept. 10—The Na- 
tional Broadcasting Co. is claiming 
that nine out of every ten persons 
in the New York metropolitan area 
saw some part of the political con- 
ventions on television. 


Ruddick Lawrence, director of | 


promotion, planning and develop- 
ment for the network, made the 
claim here in an address before 


the annual convention of the Pa-| 


cific Coast Gas Assn. He said the 
figure was determined in a survey 
conducted for NBC by Advertest 
Research Inc 

(Meanwhile, A. C. Nielsen Co. in 
Chicago reported that the peak na- 
tional viewing during the Demo- 
cratic national convention came on 
Friday, July 25, when 14,556,000 
television homes saw the proceed- 
ings. This, of course, was the day 
in which balloting for the presi- 
dential candidate took place. Niel- 
sen said this figure exceeded the 
Republican convention high point 
of 13,097,000 television homes.) 


r. Lawrence told the gas utility 
‘ting that the 650 persons inter- 
wed by Advertest said they 

spent an average of almost 12 hours 
Watching the Republican conven- 
fi6n and almost 11 hours viewing 
the Democratic convention. Among 
thse who did not own a set, “more 
than half managed to eye-witness 
thé events on some nearby screen,” 
reported 

he NBC executive said televi-| 

n's role as a teacher is illustrated 
imjsome of the findings. He ex-| 
ined that “those whose main 
So0Mrce of convention news was 
Wievision were able to name 19% 
m@re presidential candidates after 
the conventions than they could be- 
fofe the conventions. Compared to 
19%, the increase in the non-tele- 
vision group was only 10%.” 

Mr. Lawrence made a strong 
pitch for television as a selling me- 
difm, pointing out that “the cost! 
of a call at home by a typical 
hd@bise-to-house appliance salesman 
is about 40¢, compared to the le¢ 
pe home cost of making the call 
via television.” 

He tola the gas industry repre- 
sentatives that by early 1954 there 
will be 28 television markets in 
the '1 western states, as against the 
present eight 


@ Mr. Lawrence predicted that 
advertisers will spend more than 
$500,000,000 on television in 1952— 
compared to $388,000,000 last year 
—and he reported that during the 
first half of 1952 they already have 
spent $70,000,000 on NBC-TV in 
time, talent, production and com- 
mercials 

One thing television can do for 
an advertiser, Mr. Lawrence point- 
ed out, is a public relations job 
sorely needed. Too many advertis- 
ers “have concentrated on selling 
the end product, but they have 
failed to sell what stands back of 
their product,” he said. The NBC 
director explained that television 
provides this service by identifying 


° . 
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the advertiser with great culture 
and entertainment and by showing 
—through the camera—‘“the ideas 
and principles which make your 
company tick.” To illustrate his 
point, Mr. Lawrence told the utili- 
ty men: 


s “You can take the viewers to 
your plants and maintenance shops, 
to your research lab. You can let 
them follow the meter-reader on 
his rounds and let them see the di- 


versity of interests you serve. You 
can explain the mysterious dials on 
the meter...You can show them 
how gas is used in industry. You 
can even take them into the board 
room and let them interview the 
president of the company.” 

Mr. Lawrence had two parting 
suggestions on how to make a tele- 
vision commercial effective: “Make 
sure the voice and picture are tell- 
ing the same story” and “Keep it 
simple.” 


Advertising Age, September 15, 1952 


Steamship and Airline Offer 
Air-Sea Cruise to Europe 
American Export Lines and the 
Scandinavian Airlines System have 
gotten together to package the first 
transatlantic and Mediterranean 
air-sea cruise combining a Eur- 
opean and Mediterranean tour. A 
30-day all-expense tour can be had 
for $1,399. The advertising sched- 
ule, which is not yet final, will 
include insertions in the travel 
trade press, newspapers, radio and 
point of sale. Burke Dowling 


Adams Inc., New York, is the 
newly appointed agency for Scan- 
dinavian Airlines. Wendell P. Col- 
ton Co. formerly had the account. 
Cunningham & Walsh is the Amer- 
ican Export Lines agency. 


NCC Names James ]. Glynn 


James J. Glynn has been named 
general sales manager of the Na- 
tional Container Corp.’s plant in 
Aurora, Ind. Before joining NCC, 
Mr. Glynn was district sales mana- 
ger of the Wabash Fibre Box Co. 
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Geyer Names Accounts and Products 
Coming to Agency in Bothwell Merger 


New York, Sept. 11—As W. Earl 
Bothwell Inc. and Geyer, Newell 
& Ganger joined forces (AA, 
Sept. 8), much speculation was 
heard among advertising men as 
to which accounts would make the 


move. 
Today GN&G reported that the 
following accounts would transfer: 


AMERICAN HOME  PRODUCTs: | 
Aerowax, Aeroshave Instant Lath- 
er, Aeromist, Aero-Snow, Make-It- 
Snow, Black Flag _ insecticides, 
Autobrite car polish, 3-In-1 Oil, 
Plastic Wood, Old English waxes | 
and polish, Wizard household de- 
odorants, Woodbrite furniture pol- 
ish, Diamond Dyes, Antrol and 


Snarol garden insecticides. 

AMERICAN HOME Foops: Bur- 
nett’s extracts, food colorings and 
instant puddings. 

KeNWILL Corp.: MagiKoter paint 
roller. 

Kriw1 PoutsH Co. Pty Ltd.: Kiwi 
shoe polish. 

SEALRIGHT CorP.: milk, ice cream 
and home freezer containers. 

TetTLtey TEA Co. 

Wotcott Co.: 
cleaner. 


Easy-Off oven 


WU Promotes Gittings 

Theodore B. Gittings, public re- 
lations v.p. of Western Union Tele- 
graph Co. since 1945, has been ap- 


pointed v.p. of the newly created | 


public relations and sales depart- 
ment of the company. 


Fox Joins ‘Miami News’ 

Thomas J. Fox, formerly assist- 
ant advertising manager of the Ob- 
server, Charlotte, N. C., has joined 
the national advertising depart- 
ment of the Miami Daily News. 


| World 7? 


Almost...the Way it Helps make 
Michigan Farm Income Steady! 


East Lansing 


Two other rich farm states with the same pattern of steadi- 
ness as Michigan are Ohio and Pennsylvania — se ved 
by THE OHIO FARMER and PENNSYLVANIA FARMER. 


THE OHIO FARMER — Cleveland 


It's a trick picture of one of the many farm products that make Michigan 
farming so diversified ...and farm income so steady. 


You've probably guessed that it’s a magnified “‘strob’’ picture of milk — 
a product that adds $142,903,193 a year to Michigan farm wealth. 


Michigan has many such big sources of income — more in number than 
most farm states. Reason is these farm families diversify... produce more 
kinds of farm crops. This way they have market-ready products all through 
the year, payable all through the year! 


Steady income makes Michigan farm families ready buyers. Your best way 
to reach and sell them effectively is through the one farm magazine most 
Michigan farm families prefer and regularly reada—MICHIGAN FARMER. 
It takes you into 4 out of 5 of these better farm homes 24 times a year! For 
full information, write T1013 Rockwell Avenue, Cleveland 14, Ohio. 


PENNSYLVANI/ FARMER — Harrisburg 


ae 


Philly Makes Plans 
for Educational TV 


PHILADELPHIA, Sept. 10—Plans 
| for a $1,000,000 cooperative educa- 
tional television station are under 
discussion here. Both the city and 
the Philadelphia Board of Educa- 
tion have shown an interest, but 
it has not yet been decided which 
of the two will undertake the proj- 
ect. 

The Federal Communications 
Commission has already set aside 
a UHF channel for such a purpose. 
However, the stumbling block 
| right now is the $1,000,000. 

In the event the city finds the 
project too rich for its blood, the 
Board of Education will probably 
give it a try. Walter Biddle Saul, 
president of the board, disclosed 
some tentative plans at the Sep- 
tember meeting of the board. 


® He proposed that the board make 
an initial loan for construction and 
operation of the station and at the 
same time get contribution pledges 
from institutions which intend to 


use the station. This is all condi- 
‘tional on the city abandoning its 
plans. 


Mr. Saul estimated that the an- 
nual maintenance cost for the sta- 
tion would be $250,000. He said 

| that the station would probably be 
able to use an existing commercial 
station tower. Plans call for t 
| educational station to be set up 
|Fairmount Park’s reconver 
| Memorial Hall. 


‘Silex Offers Christmas 
Bonus Plan to Clerks 


Silex Co. will offer a bonus p 

for retail clerks on Christmas sa 
of Silex products. All of the co 
|pany’s products will be packa 
| with a bonus coupon attached 
the outside of the box. These c 
pons, worth 10¢, 15¢ and 20¢, 
pending on the product, are to 
| detached by the sales clerk w 
the product is sold. Clerks 
send the coupons directly to Si 
Co. between Dec. 1 and Jan 
will receive from the company 
check covering the total amount 
the coupons. 

Ads on the plan are being u 
}in electrical, hardware and hou 
hold merchandising papers. H 
Humphrey, Alley & Richards is 
agency. 


ATTENTION 
ADVERTISERS! 


Add to the quality of 
your car cards, 
bus cards, calendars, 
price cards and 
point-of-sale displays 
by specifying 
FALPACO 
COATED BLANKS 


on your next job. 


FALULAH 


PAPER COMPANY 


NEW YORK OFFICE + 500 FIFTH AVENUE 
NEW YORK 18, N.Y. 
MILLS — FITCHBURG, MASS. 
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A reporter who met the beat train to 
Puris spotted Estes Kefouver, on his way | 
© Switzerland. traveling with Perle Mesta, | 
who was returning to her jot an U.S. Min. | 
ister to Luxembourg. Hod they talked | 
polities? “Oh. no.” said Madame Minister. | 
I'm im the State Department. We don’t | 
talk politics | 


Another reporter saw Producer 
Jessel passing through Paris on his way 
to Teruel, and asked him shout his future 
plans, Said Jose! “I would tike to he the 
United States Ambowador to Israel. Of 


creme alist 


(the camaro thet put Ird demenwon on Wm) 


is preferred by people 
who know picture taking 
and picture making 


John ee. and Nancy Olson say: 
Tote | cow with Stereo feolat 
«4 emonne bow emote tha comere bs te 
opercte And # takes the most beautiful, 
frvete(te petturet we "@ ever men 


vrne's bt shout ¢—Steres Rr ater 
. I © beautiful beyon! descep- 
nd che lting 

eye 


ccunemical toe 
mm a deexposure 


pairs fr 
film 
wee Reaissr pictures to fully 


exciting beauty. Ask your 
: how you some. Once you 
{ agree that the Reatost is the ideal 
M your personal pleasure ant 


as a sales tool im your business. 
Davo Wrerre Company, 391 West Court 
Strvet, Milwaukee 12, Wisconsin. 


te os 


$999.00 (Tax Inc) 


molt ealist 


THE CAMERA THAT SHES THE SAME 45 YOR 


camara, Viewers, Projectors ad 
b~ coveries are "int is of the David 


ness 
ins. White Company, Milwaubee 12, Wie. 


mera a remarkable, although unplanned, assist with a picture of Marshal Tito 


- TITO—Love that mokeup man. Time for Sept. 8 gives the Stereo Realist 


Penjoying a holiday, a good cigar and one of his favorite playthings, a new three 


dimensional 


camera.” 


-—— Publications Don’t Merchandise 


Their Services Enough, 


Curcaco, Sept. 9—Ellis L. Red- 
d@m, advertising manager of Mo- 
tafola Inc., told business publica- 
ti@m publishers today that they 
‘must merchandise their services 
better if they want to compare 
favorably with general magazines 
in bidding for a full share of Mo- 
torola’s advertising dollar. 

Addressing the Chicago Busi- 
ness Publication Assn., Mr. Redden 
challenged business publishers 
with the assertion that “consumer 
magazines trade magazines” to 
some degree because consumer 
magazines are read by retailers 
and their salesmen as well as the 
public 

“You don't do a comparable job 
[with general magazines] in ac- 
quainting us with why your pub- 
lication is valuable to us,” he de- 
clared. “More business publications 
should make surveys to prove 
readership and merchandise the 
survey results to us.” 


are 


® He softened his criticism, how- 
ever, by showing, in an easel pres- 
entation, an imposing list of busi- 
ness publications used by Motoro- 
la’s communications and electron- 
ics division (including two-way 
portable radio) to reach industrial 
buyers and by the company's radio 
and TV division to reach 32,000 
dealers 

Mr. Redden had a suggestion for 
space salesmen: 

“Don't feel that you have to call 
on us every month. Find out when 
we decide our schedule and call 
on us just before that time. That is 
when you can influence our de- 
cisions.” 

He urged business publications | 
to intersperse editorial material 


Redden Declares 


with ads freely and consistently, 
and to avoid large sections con- 
taining nothing but advertising. 
Asserting that such sections re- 
duce readership, he said: “We feel 
that, when page after page of ad- 
vertising appears without editorial 
carry-through, we are not getting 
our money's worth. We have that 
problem with several publica- 
tions.” 


8 Mr. Redden was challenged from 
the fioor by a space salesmen who 
suggested that the difference in 
rates of business publications and 
general magazines was the reason 
for the difference in the amount of 
merchandising and service. For a 
reply, Mr. Redden turned to Reg 
Mars, advertising manager of Mo- 
torola’s communications and elec- 
tronics division. Mr. Mars said that 
Motorola takes these things into 
consideration, but expects 
proof of merchandising and read- 
ership from business publications. 

He said that big publishers of 
business publications are doing a 
good merchandising job but that 
“there are many borderline weak 
sisters that need to be improved.’ 
If the improvement doesn’t come, 
he asserted, Motorola will rely 
more heavily on direct mail. 


Rohrer to Plywood Company 

Graham Rohrer has been named 
director of specialty sales and ad- 
vertising of Georgia-Pacific Ply- 
wood Co., Atlanta 


Diamond Appoints Holman 
John Holman has been appointed 
manager of the book match adver- 
tising department of Diamond 
Match Co., Springfield, Mass. 


more | 


Look for your 


ALABAMA 

Steele & Blake 
18 Dauphin Street 
Mobile, Alabama 

Midstate Advertising Co. 
1212 Houston St. 
Montgomery, Alabama 

‘ARIZONA 

Sun Valley Silk Screen Sign Co. 
2524 E. Washington 
Phoenix, Arizona 

ARKANSAS 

| Arkansas Printing & 

| Lithographing Co. 
1000 Center 

| Little Rock, Arkansas 


CALIFORNIA 


1255 Eastshore Highway 
Berkeley 10, California 
Acme-Green Printing Co. 
550 San Francisco Avenue 
Long Beach, Califernia 
Kresky Manvufacturins; Co., Inc 
Second and ‘‘H" Streets 
Petaluma, California 
Safe-T-Gal Sign & Decal Co. 
207 N. Broadway, Room 100 
Santa Ana, California 


COLORADO 
Flin-Ads 
444 Sth Street (Box 429) 
Las Animas, Colorado 
CONNECTICUT 
Nite-Bright Sign Company 
140 James Street 
Bridgepert, Connecticut 
Stifel-Kufta Display Co. 
8 Arcade 
New Britain, Connecticut 
Seri-Print, Inc. 
205 Cherry Street 
Waterbury, Connecticut 
John W. Oldham Art & Display 
30 Garden Street 
Wethersfield, Connecticut 
FLORIDA 
Douglass Sign Co. 
1003 South Florida Avenue 
Lakeland, Florida 
GEORGIA 
Four Star Enterprises, Inc. 
258 Spring Street, N. W. 
Atlanta, Georgia 
Atlas Sign and Mfg. Co. 
3217 Norwich Street 
Brunswick, Georgia 
Mcintosh Brothers 
110 Albany Avenue 
Woycross, Georgia 
ILLINOIS 
Mason & Sons Mfg. Company 
Box 113 
Addison, Illinois 
American Decalcomania Co. 
4334 W. Sth Avenue 
Chicago, Ilinois 
Chromatone, Inc. 
2500 West 21st Piace 
Chicago 9, Illinois 
Jaco-Lac Decal Mfg. Co. 
234 S. Wells St 
Chicago, Illinois 
Northwest Screenprint Co. 
236 N. Clark Street 
Chicago 1, IIlino 
INDIANA 
State Sign Co., Inc. 
2840 West 5th Avenu 
Gary, Indiana 
Herb Williams & Sons 
643 Fair Avenue 
Shelbyville, Indicna 
| Harris-Rood Advertising Co. 
811 N. 22nd Street 
Terre Haute, Indiana 
1iOWA 
Kenny-Gy! Company 
| 764% 9th Street 
| Des Moines, lowo 
Commercial Art Studio 
838 4th Street S. £ 
Mason City, lowo 
The Vernon Company 
Newton, lowa 
Screen Arts 
1231 Ackermant Avenve 
Waterloo, lowa 
KANSAS 
E. 8. Callender Printing Co., Inc 
740 Nebraska 
Kansas City, Kansos 
Ray's Printing Service, inc. 
819 Adoms Street 
Topeka, Kansas 
Miracle Sign Company 
734 S. Washington 
Wichita, Kansas 
Watten Burdick Company 
1815 N. Broadwoy 
Wichita, Kansos 


COOCCOOSHSEOOEHESOHHS HOHE O HOES SOHE OOH OOH OOSOOSEOOEEEES, 


PEG. VU. S. PAT. OFF. 


Sco 


KENTUCKY 
Sullivan Screen Print Company 
107-109 West Main Street 
Lovisville, Kentucky 
LOUISIANA 
Sniders’ Poster Process Co. 
2638 St. Louis Street 
New Orleans, Lovisiana 
MARYLAND 
Shannon-Baum Compony 
4103 W. Belvedere Avenue 
Baltimore, Maryland 
MASSACHUSETTS 
Standard Sign & Signal Co., Inc 
470 Main Street 
Clinton, Massachusetts 
The King-Barr Press 
44 Portland Street 
Worcester 8, Massachusetts 
MICHIGAN 
Carsten Products 
15406 Thomas 
Allen Park, Michigan 
Stanley Process 
16750 Nine Mile Rd. 
East Detroit, Michigan 
Coons Printing Co. 
927 Hilton Road 
Ferndale 20, Michigan 
Kalasign Of America 
2022 Fulford Street 
Kalamazoo, Michigan 
Continental Decal: ia Co. 
Averill Street 
Sparta, Michigan 
MINNESOTA 
Bemidji Sign Company 
Bemidji, Minnesota 
Fitzgerald-Nelson Company 
525 Lake Avenue, So. 
Duluth 2, Minnesota 
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TCHLITE emblem dealer here: 


Buffalo Sign Company 
991 Main Street 
Buffalo, New York 

Davis Bulletin Company 
701 Seneco Street 
Buffalo, New York 

G. J. Hovanec Displays 
129 S. Tioga Street 
Ithaca, New York 

Palm Fechteler & Company 
220 West 42nd Street 
New York 36, New York 


American Bulletin Craft Sign Co. 


Pleasant Valley, New York 


_ Balkin Displays 


70 Cortland Street 

Rochester 4, New York 
Mod: Process C 

693 Portland Avenue 

Rochester, New York 

uweby Process Company 

284 Court Street 

Rochester 4, New York 
Captain Display Advertising 

164% Broadway 

Saranac Lake, New York 
Screengraphic Art, Inc. 

1501 Milton Avenue 

Solvay 9, New York 
Frederick G. Spence 

319 S. Clinton Street 

Syracuse, New York 
Sutliff Signs 

134 W. Onondaga Street 

Syracuse, New York 
NORTH CAROLINA 
The Litho Press 

440 N. Eugene 

Greensboro, North Carolina 
NORTH DAKOTA 
Cook Sign Company 

1418 Front Street 

Fargo, North Dakota 


WATCH THIS SPACE! 
Additional Dealer Names 
Will Appear Here in Issues of 


* October 6 
* November 10 


The Douglas Company 
620 12th Avenue So. 
Minneapolis, Minnesota 
Jensen Printing Company 
114 North Third Street 
Minneapolis 1, Minnesota 
Silk Screen Studios, Inc. 
712 Ontario Avenue, W. 
Minneapolis, Minnesota 
John D. Company 
249 W. 7th Street 
St. Pau! 2, Minnesota 
The Tinsel Products Company 
366 Wacovta Street 
St. Paul, Minnesota 
Webb Publishing Company 
10th and Minnesota Streets 
St. Paul 2, Minnesota 
MISSISSIPPI 
Howard Vance Collum 
Advertising 
2205 College Hghts. 
Meridian, Mississippi 
MISSOURI 
Mark Twain Emblem Company 
212 Bird Street— Box 454 
Hannibal, Missouri 
T & W Sign Company 
3914 Broadwoy 
Kansas City, Missouri 
Setlich Sign Company 
1300 S. Laclede Station Road 
St. Lovis, Missouri 
United States Tape Corporation 
7031 Manchester 
St. Louis, Missouri 
NEBRASKA 
Hutcheson Studios 
517 S. 14th Street 
Omaha, Nebraska 
NEW JERSEY 
Better Sian Studio 
140 W. Allendale Avenue 
Allendale, New Jersey 
Color Reproductions 
122 North 11th Street 
Newark 7, New Jersey 
NEW YORK 
Adprint Silk Screen Signs 
112 Arch Street 
Albany 2, New York 
C. G. Mitchell Adv. Co. 
55 Collier Street 
Binghamton, New York 
The Actra Company 
| 161 Ellicott Street 
Buffalo 3, New York 


OHIO 
Russ Peters & Associates 
2326 Navarre Road, S. W. 
Canton, Ohio 
Modern Displays 
1201 West 8th Street 
Cincinnati 3, Ohio 
Allied Decals, Inc. 
8400 Hough Avenue 
Cleveland 3, Ohio 
Will-Ed Products Company, Inc. 
310 East First Street 
Dayton 10, Ohio 
Berlekame Sign Company 
1304 Sycamore Street 
Fremont, Ohio 
Alum-l!-Lite Displays 
625 West Church Street 
Galion, Ohio 
P and A Manufacturing Co. 
1434 S. Wittenberg Avenue 
Springfield. Ohio 
Advertising Plates Company 
45 W. Alexis Road 
Toledo 12, Ohio 
Reflective Displays Co. 
1431 Mercereau Place 
Toledo, Ohio 
OKLAHOMA 
American Safety and 
Advertising Co. 
2808 Lyons Drive 
Oklahoma City, Oklahoma 
Tom Bennett Mfg. Company 
4028 N. Barnes 
Oklahoma City, Oklahoma 
Stan Ramsey Company, Inc. 
2727 N. Oklahoma 
Oklahoma City, Oklahoma 
OREGON 
Kave Loomis— 
Advertising Artists 
630% East 13th 
Eugene, Oregon 


Colorscreen Company, Inc. 
2008 Smaiiman Street 
Pittsburgh 22, Pennsylvania 

Hen. Johnston, Inc. 

40 Penn Avenue, W. 
Reading, Pennsylvania 
Dia-Print Screen Process Co. 

239-B William Street 
Williamsport, Pennsylvania 

RHODE ISLAND 

Fo-To Screen Process Printing Co. 
550 Broad Street 
Central Falls, Rhode Island 

SOUTH CAROLINA 

Velvetex, Inc. 

424 Center Street 
West Columbia, S. C. 

SOUTH DAKOTA 

M. M. Kell Signs 
Box 172 
Garretson, South Dakota 

Knutson Signs 
167 % Dakota So. 

Huron, South Dakota 

City Printers 
519 W. Ist 
Mitchell, South Dakota 

Midwest Outdoor 

Advertising Co. 

420 West 19th Street 
Sioux Falls, South Dakota 

TENNESSEE 

Chattanooga Button & Badge 

Mfg. Co., Inc. 

205 E. 8th Street 
Ch fT) 

Advertising South 
1144 Union Avenue 
Memphis, Tennessee 

TEXAS 

M & M Manuf ing Company 
Box 3044 
Amarillo, Texas 

Glenn Fordyce Company 
3818 Sidney Street 
Dallas, Texas 

Star Sales & Process Co. 
215 Henry Street 
Dallas, Texas 

Pylant Sign Advertising 
508 W. Indiana 
Midland, Texas 

Alamo Advertising Company 
P.O. Box 86 
Waco, Texas 

Bone-Crow Company 
214 North Sixth Street 
Waco, Texas 

UTAH 

PPP. Inc. 

251 Rio Grande Street 
Salt Lake City 1, Utah 

VERMONT 

The Sheidon Press 
173 St. Paul Street 
Burlingtcn, Vermont 

VIRGINIA 

1. H. McBride Sign Co. 

36 Denver Avenue 
Lynchburg, Virginia 

Dominion Signs, Inc. 

423 Fourth Street, SE 
Roanoke, Virginia 

WASHINGTON 

Miller & Calkins 
N 626 Monroe 
Spokane 1, Washington 

Cole & Redmayne Company 
2338 East 11th 
Tacoma, Washington 

WEST VIRGINIA 

Safety Sign Company 
38th & Macorkle Ave., S.E. 
Charleston, West Virginio 

Steel Screen and Paint Company 
Box 41 
Princeton, West Virginia 

WISCONSIN 

W. H. Brady Company 
16 East Spring Street 
Chippewa Falls, Wisconsin 

Weinke Advertising Company 
1305 Woodland Avenue 
Eau Claire, Wisconsin 

Orde Advertising Company 
213 N. Monroe 
Green Bay, Wisconsin 

Advertising Creations 
749-51 W. Washington Ave. 


Potter Manufacturing Company 
P.O. Box 988 
Eugene, Oregon 

Artcraft Signs 
937 S. E. Ankeny Street 
Portland, Oregon 


ing Co. 
117 S.W. Front Avenue 
Portland 4, Oreoon 

PENNSYLVANIA 

Ch ion Decal Co. 


6022-24 Media Street 
Philadelphia 31, Pa 


Madison, Wisconsin 
Screen Art Company 

312 E. Wilson Street 

Madison 3, Wisconsin 
Gokey Sign Company 

111 W. Louis Street 

Prairie Du Chien, Wisconsin 
Color Arts, Inc. 

1251 Mound Avenue 

Racine, Wisconsin 
City Sign Service 

Boker Drive 


Wisconsin Rapids, Wisconsin — 
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The same ‘‘Scotchlite” that gives day and night visibility to highway advertising 


REFLECTIVE SHEETING 


(a ee haat > = aera : . : i * Peiaea : 
« Thar 2’ 


Reflectorized emblems like these Sell 24 hours a day on trucks, busses, storefronts, automobiles — everywhere ! 


— eee ee —--—-— 


Made in U.S.A. by Minnesota Mining & Mfg. Co., St. Paul 6, Minn. — also makers 
of “Seotch” Brand Pressure-sensitive Tapes, "Scotch" Sound Recording Tape, 


BRAND 
” “Underseal”’ Rubberized Coating, “Safety-Walk” Non-slip Surfacing, "3M" Abrasives, 
“3M” Adhe. ves. General Export: 122 E. 42nd St., New York 17, N.Y. In Canada: London, Ont., Can. 


[---------- on 

H OW T0 SE LL MINNESOTA MINING & MFG. CO., Dept. AA-5, ST. PAUL 6, MINN. | 

s | 

24 HOURS A DAY Shay SS Please send me sample “‘Scotchlite’’ Sheeting Emblem and l 

Ba executive handbook, ‘‘How to Sell 24 Hours A Day.” 

, A HANDBOOK FOR EXECUTIVES ' NAME ! 

id WRITE TODAY for this FREE handbook—and sample 

Je “Scotchlite’”’ Sheeting Emblem. Tells you how re- COMPANY | 

ve flectorized signs and emblems give your company’s | 
ae advertising more SELL— at lowest cost, 

si 4 REG. U.S. PAT OFF. ADDRESS | 
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PorTLAND, Ore., Sept 10— 
Something new has happened in 
the drum pedal business and the 
result is a new firm, Ghost Prod- 
ucts Co., which will market a bass 
drum pedal that has been billed 
as “the most perfect pedal ever 
devised sure to become univer- 
sal on every bandstand.” 
J. R. (Bob) Ramsey, a lumber 
mill worker at Springfield, Ore., 
perfected and patented the new 


pedal after 15 years of experiment- 
ing 


The object was to get a bass 


Lumber Worker Forms Ghost Products Co. 
to Market His Revolutionary Drum Pedal 


in backwards. The result, he says, 
was a completely controlled pedal. 
By adjusting the balance of the 
two springs which are attached to 
the shaft, the beater stroke could 
be changed. Tension could be ad- 
justed by tightening one spring 
or the other 

Since that time Mr. Ramsey has 
hand-built more than 60 models 


manufacturer. 


which have been given to top 
drummers in the country to test. 
By now he has devised 20 locking 
positions of adjustment in his mod- 
el and will be ready to start pro- 
duction Sept. 15. Screw Machine 
Products Co. here will 


® The new product will be mer- 
chandised by Ghost Products as 
the Ghost bass drum pedal. The 
name comes from Walter Win- 
chell’s nickname for the USS En- 


Coast.” 


Wholesale Music 


sic company covers 


be the states and 


predicts that sales will 


10,000 sales next year. 
The potential 


terprise, “Gallopin’ Ghost of Oahu 
B. Y. Hunt of Western 
Service, 

Francisco, has been selected as 
sales manager. The wholesale mu- 
13° western 
is making arrange- 
ments to add jobbers throughout 
the rest of the nation. Mr. Hunt 


exceed 
3,000 by Jan. 1, 1953, with 5,000 to 


market for the 
pedal is estimated at more than 
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50,000, this being the number of 
drummers in the U. S. who could 
San use this type of equipment. 
® Dale Cooley Advertising, Eugene, 
Ore., has designed and produced 
a promotion piece and 10,000 
copies are being used for direct 
mail and salesmen. In addition, 
extensive point of sale displays are 
being prepared. 

Ads will run in Downbeat, In- 
ternational Musician and Musical 
Merchandise. Most of these ads 


drum pedal that is completely ad- 


justable as to beater stroke 


and 
tension 


Mr. Ramsey says he reached his 
goal by sheer accident when he 
was serving as an aviation machin- 
ist’s mate on the USS Enterprise 
during World War II. While 
making the ship’s drummer a new 
pedal, he tried out some clock-type 
springs which happened to be 
available and accidentally put one 


“You Can't Sell The 
Puget Sound Market 
Without Tacoma,” 


says Wesley J. Schneider, 
Northwest District Representative, 


» Comfort Paper Division 
Comfort Paper Division, Crown Zel 
Ferbach Corporation, Seattle Washing- 

, Won—hondies the sales of ZEE, CHIF- 
FON and COMFORT Toilet Tissues; 
ZEE facial tissues, ZEE poper napkins, 

ZEE waxed paper, ZEE household 

towels and CHIFFON napkins. Mr 

Schneider has been head of the 

Seattle office for 13 years 


“Selling the important Puget 
Sound market of Washington 
State is a double-barrelled prop- 
osition,” Mr. Schneider says. 
“Certainly Seattle must be cov- 
ered. But I've learned from ex- 
perience that Tacoma must be 
covered, too—on the local level. 
“ae, Otherwise, an important part 
¥ of the total market is lost, 


with a consequent loss in sales 
potential.” 


Think twice about Tacomal It's 
@ seporote, distinct, important 
market. It's covered ONLY by the 
dominant News Tribune. That's 
why—on Puget Sound—you need 
BOTH Seattle and Tacoma cover- 
ege every time Ask Sawyer, 
Ferguson, Walker Co 


. 
News Tribune 
Over 82,000 Circulation, ABC 


and K TNT 
Transit Radio 


ss 


Portfolios 
The Fairless Works 


The building of U.S. — great 
plant. In color photography. 


Aspen Conference 113 


her with 
Businessmen get toget 
the industrial designers. 


Short Stories of /nterprese 
Two Men and a Hoe 138 
Mr. Ogden Stays wit Filters 154 
New Racket for Old Tennis Star 162 
Super Supermarket Man 172 
Bug-Trap Wax 183 


Fortune's Wheel 52 


4 ForTUNE Portrait 126 
McCollum of Continenta! Oil 


How to Be a Political 


a guide to the art of predicting elections. 


The Language of Advertising % 


t the old clichés are 
Advertising’s own research suggests thay by William H. Whyte Jr. 


into advertising effectiveness. 
Swift & Co.: 


in the U.S., utilities and railroads excepted. 


Marcel Boussac: Tycoon 1 


ead in Europe. The sole owner of a na Deael 
t dead in : : = 
textile empire pees his business to U.S. inspection 


Workers Retire? x0 


ixty-five? Here 
automatic retirement at tw Pe five 


The tycoon is 


When Should 


Should management enforce 


the facts and fictions of the controversy. 


The Builder as Hero 12 


A minority report on the much abused builder, 


Technology: 


Union Carbide & Carbon is 
on stream. 


The Military Businessmen 8 


jobs in unprecedented 


taken business 


Admirals and generals have doing them well. 


numbers, and are generally 


ForTUNE’s Perspective 
The Chippewa Case 83 
TV after Chicago 86 
Who Owns Business? 87 


estern Rediscovers — 
cy he Michael Heilperin 88 


: The Philosophy ofa 
bse Seeker by John Allison 89 


For acknowledgments see page 44 
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by Hedley Donovan 


Profits the Hard Way 


How to make a half cent on the dollar in the most regulated industr y 


who must suffer fools 
builder's experience. 
: to make a buck. One 
silently and is lucky 


Coal Chemicals 


getting another revolutionary process 


are cutting 


Perrin 


Business. Roundup % 
| A monthly report on 

economic out 

i 37 

‘ames in the News 3 

agree and promotions | 

51 

ucts & Processes 
Prod , . 


Labor ® 


What's behind the labor news@ 


Copyright 1982 by TIME INC: —— 
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will feature pictures of mame pany also will bring out an oiler! power in Instruments in 1953.” 

The 24-year-old business paper, 
Endorsements have been secured phone strap, an accordion mute Published in Pittsburgh, advised | the advertising department of 
| Meier & Frank Co., Portland, Ore., 
}and previously with agencies in 
|Los Angeles, has joined the Don 
Dawson Co., Portland agency, in 
a creative capacity. | 


drummers using the Ghost pedal. for clarinets and oboes, a saxo- 


from 18 top drummers and Mr. and a ligature. 
Ramsey said no remuneration had 


to be paid. Ten well-known or- ‘Instruments’ to Maintain 


chestra leaders also have endorsed 
the pedal as an aid to the band. Ad Rates Through 1953 
The pedal will retail for $37.50. 


The new drum pedal may have Instruments, has advised advertis- 


ers that his publication will not 


been the start, but it apparently increase its advertising rates for lations, Maywood, N. J., has been 


advertisers that it is able to hold 
the line on advertising rates be- 
jcause of economies effected in its 
| operations and because it increased 
|subscription rates this year. 


Richard Rimbach, publisher of | Handles Machinery PR 
Seymour F. Malkin Public Re-| Wood Joins SF Newspaper 
John S. Wood has resigned from | 


Davenport Appointed 


Michael A. Davenport, formerly 


will not be the end of the Ghost 1953 “Therefore,” his announce-| appointed to handle public rela-| the Minneapolis Star and Tribune | 


Products Co. For Mr. Ramsey an- ment said, “your 1952 advertising| tions for the American Assn. of| to join the promotion department | 
nounced that next year the com- dollar has the same purchasing Machinery Importers, New York. 


of the San Francisco Chronicle. 


WHO'LL BE MOVED... to action by Fortune’s 
September articles? 


Judging by recent months, these articles 
will make ForRTUNE readers do things like 


this— Many company heads will call ex- 
ecutive seminars to discuss the new Sell- 
ing Series article . .. A Board Chairman 
will pick someone for a key spot because 


of a ForTUNE story about what that some- 
one has done . . . 600 people will astound 
us by sending in $10 and the subscription 
blank torn from a subscriber’s copy . . . The 
subjects of one of the Small Business arti- 
cles will get 35 offers to sell out. 

Actions like these are close to “‘sure- 
thing”’ predictions. And just as surely we 
can forecast . . . 


Medicine” 
your business needs? 


One of the }, 

est sed 
healthy Profits is Po ta Ptions for 
+++While Speedin Costs down 


ipment of goods auction and 


And that’ ctl yhat Yale Fork 
at's exa y f 
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WHAT WILL HAPPEN... 
to this ad in the September ForTuNE. 
This will happen (because it has hap- 
pened for Yale & Towne so far this 
year)... 


Fortune 


will be “the source of the highest 
percentage of top quality sales 
leads.” 


This prediction is based on the reports of 
Mr. James A. Shellenberger, Director of 
Advertising, Yale & Towne Materials 
Handling Division, who finds “FortTuNE 
to be an outstanding medium based on 
the importance of the companies replying 
as well as the /ow cost per inquiry.” 

Your adveriising deserves the consid- 
ered attention of men who can be “top 
quality sales |2ads.”” Therefore, your ad- 
vertising dese-ves ForTUNE. For proof of 
our statemen’s, ask your FoRTUNE repre- 
sentative. Or -all or write FORTUNE Mag- 
azine, 9 Rock feller Plaza, New York 20. 
(JUdson 6-12 2). 


| 
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in| By Selling 
Your Brand 
Where You Should Be 
Selling Your Product. 


By Selling 

Your Product 
Where You Should 
Selling Your Brand. 


Your product in this case bei 
Dog od let's take a look @t 
the Consolidated Consumer 
alysis figures on dog own 
n ere 


ON aa a 23 
Ee eee ee 4l, 
A ate 42. 


Sacramento ice 38.5 


The three West coast cities ha 
many more dog owners; c 
sequently on the surface mo 
potential dog food buyers, 


19.0% 68.5% 
Re 43.3% 26.4% 
Modesto ....... 44.2% 23.1% 
Sacramento . 40.9% 24.2% 


These Consumer Analysis figures indi- 
cate that obviously St. Paul would be 
a lush market for a particular brand 
of dog food as the market is already 
brand conscious and uses prepared dog 
food by a far greater margin than the 
other three cities. In the other three 
cities the dog owning public should be 
made conscious of the virtues of pre- 
pared dog food and the genera! sale 
of the product should be stressed be- 
fore the particular brand. 

These figures show how easy it is for 
your product to miss maximum impact 
due to lack of consumer data. It's a 
story that holds true for thousands of 
products . . . maybe yours. 

lf you'd like the facts and figures on 
your product in the St. Paul Market, 
write Consumer Analysis, St. Paul Dis- 
patch-Pioneer Press. Please specify the 
classification(s) or products in which 
you are interested. 


Pant Bert 


7 wewtrares 


Pioneer Press 


RIDDER * JOHNS, INC. — REPRESENTATIVES 
NEW YORK CHICAGO =—-+ =—(« DETROIT 
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One, and only one, magazine in the news and management field 


More for your advertising 


Every increase in page rate has meant a decrease 
in rate per page per thousand... No other magazine in the 
news and management field can match this record! 


bso 
al 


Every increase in page rate has been accompanied 
by a greater percentage increase in circulation... 
No other magazine in the news and management 
field can match this record! 


RESULT: from 25th to 7th place 
among all national magazines 

in two years in total pages of 
advertising carried ! 


Li your ~— 
ia - semead 


How the purchasing power of 
your advertising dollar in 
“U.S. News & World Report”’ 
has grown since 1947, in terms 
of guaranteed circulation. 
(1947 = 100°.) 
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more readers per dollar’ 


ee vt 
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readers per dollar 


Rate per page per thousand 


(based on guarantee) 


$5.78 


1947 1948 1949 1950 1951 1952 1953 


Advertising offices: 
30 ROCKEFELLER PLAZA 
NEW YORK 22, N. Y. 


BOSTON ¢ PHILADELPHIA 
WASHINGTON + DETROIT + CLEVELAND 
CHICAGO AND SAN FRANCISCO 
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Where... can you 


buy an audience 


Paul 


of more than 


for $2.15 per page 


a million families 


with 


double the 


national median... 


Posner Gives Away 
Children’s Records 


in California Test 


Los ANGELEs, Sept. 9—Children’s 
phonograph records given away. 
with children’s shoes sold over the 
counter is the latest promotion 
idea to hit Southern California. | 

Cooperating in the promotion are 
Dr. A. Posner’s Shoes Inc., of New 
York and Pennsylvania, and Tops 
Music Enterprises Inc., Los An- 
geles and New York, owner of Voco 
records for children. During the 
month-long test, the more than 40) 
retail outlets for Posner shoes will 
offer two Vinylite records by Voco 
for every pair of shoes purchased. | 

The records will be kept in a 
colorful rack, containing more than | 
100 musical selections. The chil- 
dren will be free to make their 
own choice. Plans beyond the test- 
ing stage are still being formulated, 
it was said. | 

Frank-Gold Agency handles ad- | 
vertising of Posner and Tops ai 
sic. 


incomes 


per thousand? | 
Only in... 


MAGAZINE 


NEWYORK « CHICAGO « DETROIT + LOS ANGELES 
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WHAS-TV Raises Rates 


WHAS-TV, Louisville, will raise 
its rates Oct. 1, based on the in- 
crease in television homes in its 
area. An hour of Class A time will 
/ cost $600. The new rate card es- 
~  tablishes a new time bracket— 
. Class D, from midnight to noon, 

Monday through Friday. | 


‘Family’ Rates Increase 


American Family's ad rates will 
> go up one-third, effective Febru- 
ary, 1953. A color page will then 
7 be $3,665 and b&w $2,700. How- 
> ever, the independent grocer store-_| 
distributed magazine will also raise 
its circulation guarantee from 750,- 
000 to 1,000,000 at the same time. 
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THIS RICH MARKET © 


> Radio delivers MORE sets-in-use in the South 
Bend market than before TV! . .. Hooper Ser- 
veys for Oct.-Nov. 1951 compared with Oct.- 
Nov. 1945 prove it. Morning up 6.8, afternoon 
up 8.0 and evening up 4.4. Television is still 
insignificant here because no consistently sat- 
isfactory TV signal reaches South Bend. Don’t 
sell this rich market short. Wrap it up with 
WSBT radio. 
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NATIC NAL REPRESENTATIVE 


Advertising Age, September 15, 1952 


Getting Personal 


Arthur A. Bailey, president of Ward Wheelock Co., Philadelphia, 
has joined the select membership of the Young Presidents’ Organiza- 
tion, a group composed of men who became heads of their companies 
before the age of 39... 

Mrs. Ethel Hawley, song 
writer of West Hartford, Conn., 
has dedicated her latest ef- 
fort, “Connecticut Moon,” to 
Francis S. Murphy, editor and 
publisher of the Hartford 
Times... 

Chicago admen picked up 
the Chicago Daily News re- 
cently and found an impres- 
sive spread showing the offices 
of Fairfax Cone of Foote, Cone 
& Belding, and Will C. Grant 
of Grant Advertising. A ban- 
ner head described the lay- 
out as “A lesson in decorating 
a private office.” Copy de- 
scribed the contrast between 
Mr. Cone’s modern office with 
dark green painted walls, 
gray-green-white draperies 
and silver sea shell ash trays, 


and Mr. Grant’s traditional 
walnut-paneled office, huge 
mahogany desk and huge 


world map studded with blue 
and red pins. . 

Among this fall’s get-out- 
the-vote workers is Eugene S. 
Thomas, v p. of the George P. 
Hollingbery Co. and formerly 
president of the Advertising 
Club of New York, who now 
is co-chairman of the club's 
get out the vote committee. .. 
Gibbs R. Allen, p.r. director of A. O. Smith Corp., and Arthur P. 
Schmidt of the Schlitz brewery have been elected directors of the 
Milwaukee Community Welfare Council. . . 

Globetrotters—Robert R. Dunwody, head of McCann-Erickson’s 
international department in the Chicago office, is on his way to 
Europe, where he hopes to combine a bit of pleasure with business 
visits to the agency’s overseas offices and Swiss, French and English 
offices of International Harvester Export’s affiliates. . . 


LARGEST?—Frederic Schneller, 
D’Arcy Advertising Co., St. Louis, caught 
this enormous (131 Ibs., 6° 11”) alligator 
pike in the White River of Arkansas. A 
number of Mr. Schneller’s friends believe 
it is one of the two or three largest fish 
ever taken out of American fresh water. 


v.p. of 


NONPOLITICAL PARTY—Left to right are Bruce Robinson, insurance group supervisor, 

Bureau of Advertising; Wendy Foan, daughter of Roy A. Foan, v.p. in charge of 

advertising, Postal Life Insurance Co.; Mrs. Foan; young Bruce Robinson; Mrs. Robin- 

son, and Wilfred E. Jones, director of public relations, National Assn. of Life Under- 

writers. The picture was taken at a get-together on the Foan estate on Lucas Point, 
Greenwich, Conn. 


Burton Browne, head of the Chicago agency bearing his name, 
seems to have a peculiar attraction for second story men. Seems 
a chap burgled his agency on Aug. 18 and took $200 from a safe. 
Same chap, apparently, came back a couple of weeks later and 
marched off with a $200 adding machine. Gimmick is that the bur- 
glar came in over the transom... 

Seth Dennis, Edward Petry’s promotion chief, has a new hobby— 
making pictures from a combination of seaweed and pastels. Started 
it this summer during a vacation at Martha’s Vineyard. . . 

It’s school time for New York admen, too—like Rebert F. Degen, 
merchandising exec at Ted Bates & Co., who’ll be teaching a course 
in drug and cosmetic marketing at NYU, and Mills Shepard, director 
of research for McCall Corp., who’s conducting a course on adver- 
tising research at Columbia. 

Robert D. Holbrook, president of Compton, is back after a hunting 
trip to Africa... 

The daughter of the New York Times’ late managing editor, Mon- 
ique James, now with Radio Corp. of America, has become engaged 
to Peter Prince of McCann-Erickson...Edward C. Obrist, general 
manager of WNHC-TV, has been named chairman of the radio and 
television public information committee of the 1952 United Fund in 
New Haven... 

Dave Deming, for the last 16 years with Dwight H. Early, Chicago 
publishers’ representative, has officially retired and is enjoying life 
“just loafing.”. . 


—————_ 
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Turns up volume 74% 


What happened recently is really something for the books— 
Sylvania’s books. That was the day Sylvania Electric Products, 
Inc., ran a half-page, full-color ad for their table radios and 
clock radios in The Saturday Evening Post. Two weeks before, 
Victor H. Meyer, Sylvania distributor for the New York area, 
mailed to his dealers promotional material for tying in with 
the Post... briefed them at meetings on how to use it fully. 
They did. The day the ad broke, Post banners and placards 
plugging Sylvania went up in the stores. Results were stagger- 
ing—Sylvania radio sales shot up 74% in the New York area. 
Another example of a Post ad plus Post tie-in making point- 
of-sale IMPACT! 
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Advertising Age, September 15, 1952 


“ 


FOR THE BEST WESTERN FARM MARKET 
COVERAGE USE THE CROW TRIC 


Mer ii CROW TRIO offers the best and most versatile farm coverage 
ever offered. BEST because through the CROW TRIO you reach top income 
farmers of the West’s major farm markets—most versatile because there 
are no restrictions on subject or size of copy or months of insertion. 


Mar the CROW TRIO, made up of FARM MANAGEMENT, WESTERN 
DAIRY JOURNAL and WESTERN LIVESTOCK JOURNAL, also offers an 
economical buy for small as well as large space advertisers. Before you plan 


your 1953 advertising campaign, be sure to investigate the CROW TRIO. NEAT TRICK—Griesedieck Western Brewery Co., St. Louis, is using posters like 
F I inf P ul it © the Sitheaiinns this, without any copy, in south central states for its Hyde Park beer. How the 
or complete information, call or write one o e following: ' beer fancier manages to pour Hyde Park past his wide smile was not explained by 

Herman C. Schimpff, Advertising Manager, Crow Publications, the Griesedieck agency, Erwin, Wasey & Co., Chicago, which planned the series. 


Los Angeles 58, California 


cR IN THE BAST Vacationers Spent $8 Billion in 1951 


Peck & Billingslea, Chicago, Billingslea & Ficke, New York 


; IN THE WEST PHILADELPHIA, Sept. 9—A total of These estimates are from a new 
$8 billion was spent last year for study conducted by National Fam- 


MeDonald-Thompson Company —- San Francisco, Los Angeles, long vacation trips and an addi- ily Opinion Inc.; Toledo, for Curtis 
A Seattle, Dallas and Denver tional $2 billion went for weekend Publishing Co. The research organ- 
jaunts. ization used its nationwide panel 
—- of 4,000 families for the survey. 
seats When projected, the results in- 
Pony 8 dicate that 51.3% of American 
arpa lie N,. families took a vacation trip be- 
AOS Sf ow, Qe ~~” tween Jan. 1, 1951, and Jan. 1, 
€ "au, hoe ont ay te, 1952. Of this group, 60% took 
mating, . 2 eat, only one trip and 40% went on 
or tor Ste” Get nett a Sg ;jtwo or more trips. The average 
er Sn, "tere nOr,, eer co |trip was 10.8 days and 2.3 persons 
gt mine a Phe “, f ye | made up the average vacation 


' "Yay. Mngt Pap, Wry 
si ig rttng ® Pion ra agate ln party. 
mee Sy SN eg / | 
SE eee hee 
“wag oy, 4 the ‘oe, “bom 


Mone ty Moy ea, “thee, s Broken down by income brack- 
; ~4 some to Sy - ets, the study found that the vaca- 
Tener Som Neston, 4 rite ond eam tioning families were made up of 
. er etaeting Oe ey PPeere wart ine tame onan e (1) 36.9% of the under-$2,000-a- 
"te Une Pony 2 Men, ay a / etna oo moved Wn Oo Sine wenevale B year group, (2) 44.5% of the $2,000 
: ete ee a qens _ to $2,999 group, (3) 54.9% of the 
: a< a fea —————OoO a's 1 ei yn so Len Pay (4) 66.8% 
- Prey ang METRO of the $5, to $7,499 group, and 
“ OST Press — (5) 80.1% of the above $7,500 
cance f “SS “tes ae Na, * etroit Sree of | bracket. 
tan, ie ata ee, ‘ saat a 0 a apetenr The en oe 7. —— } Apparently, the efforts of the 
rm», bur mention Ss, > ave Vane ee a = | travel industry to lengthen the 
Zs Pri Tia a ._ e vacation season are producing re- 
nm? Pas ee an Mong = e t sults. The Curtis survey shows that 
walle ges te ete rs ’ viewpoin 47.1% of all trips were taken dur- 
: "mee rtiser 5 ing June, July and August. The 
fall months accounted for 22.6%, 


winter months, 13.0%, and spring 
months, 17.3%. 

A wide variety of vacation areas 
was listed by the panel families. 
The Middle Atlantic states got top 
preference, with 20.1% vacationing 
there; 18.3% went to the South 
Atlantic region; 17.6% visited the 
East North Central area; 12.9% 
picked the Pacific Coast; 9.8% 
went to the West North Central 
states; 8.8% traveled to the West 
South Central; New England got 
8%; the East South Central, 6.7%, 
and the Mountain region, 6.3%. 
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s Of all the vacation trips taken, 
1/6.2% were outside the country 
and 68.2% of these trips were to 
|Canada. Other areas shared as fol- 
|lows: Mexico, 18%; Caribbean and 
South American countries, 7.4%; 
Europe, 3.2%; and Asia, Africa and 
|the Pacific nations, 3.2%. 

National Family Opinion found 
that vacationers spent $1.5 billion 
on transportation during 1951. A 
total of $806,300,000 went for auto- 
mobiles; $293,300,000 for railroads; 
$195,600,000 for domestic airlines; 
$45,100,000 for overseas airlines, 
and $88,700,000 for bus travel. 


Gulf Oil Corp., Colgate 
Plan New Video Programs 
Gulf Oil Corp., Pittsburgh, will 
drop “We the People’—a program 
with which it has been associated 
on radio or TV for several years— 
in favor of a 30-minute dramatic 
series, effective Oct. 3. The show 
will be televised in Gulf’s current 
time spot on NBC—Fridays at 
8:30 p.m., EST. Young & Rubicam 


JOHN S. KNIGHT is the agency. 
Publisher Oct. 3 is also the date for the 
/ =. debut of “Mr. and Mrs. North” on 
Story, Brooks & Finley, inc., Natione! Representetives TV. This murder-thriller will be 


presented weekly on CBS-TV by 
the Colgate-Palmolive-Peet Co., 


Couers The Aalf That Buys Tuo Thirds! a a ~~_= 


Hollywood. 
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Consistently, month after month, the COMPANION 
runs more editorial linage on food than any of the 
other women’s service magazines in the over-4 million 
circulation bracket. COMPANION representative Jack 
Kimball is telling this outstanding story to Advertis- 
ing Manager Russ Eller of Sunkist Growers Inc. 


COMPANION leadership, maintained throughout 1951, 
is re-emphasized by Lloyd Hall reports for the first 
seven months of 1952: 

48,740 lines 


42,760 lines 
32,460 lines 


Woman’s Home Companion 
McCall's 
Ladies’ Home Journal 


Da ah 


Ak ae 


Why does the CoMPANION run more food pictures, 
more recipes, more kitchen how-to-do? Because 
food-minded COMPANION readers want such help. 
Against this background, food advertisers can expect 
sure and satisfying response! 
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COMPANION STILL LEADS IN FOOD EDITORIAL S$ 


“What an audience!” says Sunkist’s Russ Eller 
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First six months 1952 over same period last year 


Ist Six Months | Ist Six Months Gain 
1952 | 1951 


1,265,891 1,088,261 ‘177,630 


What's behind this Circulation Growth? 


e A news magazine. Quick reports a// the important news of the 
week ... clearly, concisely, objectively. Quick gives busy people more 


news in less time. 


¢ A family magazine. Quick is entertaining, as well as informative. 
The whole family enjoys it, relies on it for complete coverage of all 
the week’s news. (For example, Quick devotes more editorial pages 
to food, fashion and home life than any other major weekly.) 


¢ A convenient magazine. Quick's pocket size makes it easier to 
handle and carry... easier to fit into a busy day. 
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advertising up 


First nine months 1952 over same period last year 


Ist Nine Months Ist Nine Months atti 
1952 1951 


312 pages 249 pages 63 pages 


What’s behind this Advertising Growth? 


e Sales successes. Automobiles...candy...drugs...menswear 
...in almost every classification Quick has an outstanding record 
of recent advertising and merchandising successes. Ask for facts! 


© Distinctive market. Quick readers are younger, better educated 
and earning more than readers of Life, Look, Post or Collier’s. 


e High readership... /ow cost. Quick gets cover to cover reader- 
ship. All ads are full pages for maximum visibility. And Quick’s cost 


per page per thousand ($1.90) is the lowest in the weekly field. 
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( “*SLIDE- STIK” 
~ 


= == as a ae 


exclusive new 
KLEEN-STIK 7 
| creation <4 


@ Printing and die-cutting provides simple, in- 
expensive 3-DIMENSIONAL displays! 


@ Gets prominent locations! 


@ Available through any printer or lithographer! 


ll sl 


DERM KIEEN-STIK Products, Inc. 


225 N. MICHIGAN AVE. 
STICKING ADHESIVE ILL 
Write TODAY for your KLEEN-STIK “Idea Kit” —FREE! 
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European Agency 
Fees in Need of 


Standardization 


Paul Althaus Says Swiss 
Agency Men Work Hard 
But Suffer Few Ulcers 


New York, Sept.” 9—European 
advertising agencies are gradually 
adapting American advertising| 
methods to European markets, but 
the process is slow. American 
techniques are not always success- 
ful in Europe. 

Quite a number of European | 
agencies, especiaily in Western 
Germany, are operating on small | 
commissions, in some instances as 
low as 3%. 

What European advertising needs 
more than anything else is a stan- 


He's trained to give away 


ee The finest electrotype made is useless if it 
doesn’t get out on time, or some details 
are wrong, or if it is damaged in shipment 


or shipped to the wrong place. 


This man is trained to see that those 
things don’t happen. He’s trained to act 
as our client’s personal service man right 
in our shop, on our payroll—to coordinate 


and expedite every detail of every job. 


You can really rely on REILL 


Other Divisions of Electrographic Corporation: Michigan Electrotype, Detroit; American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; 
Lake Shore Electrotype, Chicago; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlanta, 


our greatest asset! 


And no one knows better than he the 
importance of the rest of our team of 


craftsman in his own field. 


| cessful. 


| filiate 
specialists, each and every one a skilled 


dardization of nomenclature. 

These and a few other interesting 
observations were expressed to AA 
today by Paul O. Althaus, presi- 
dent of the International Union of 
Advertising, and owner of one of 
Switzerland’s oldest and largest ad- 
vertising agen- 
cies, Paul O. Alt- 
haus Co. of Zur- 
ich. Mr. Althaus 
arrived here a 
week ago for a 
six-week visit. 
He will speak 
this Friday be- 
fore the district 
convention of Ad- 
vertising Federa- 
tion of America 
at Birmingham. 

He intends to devote part of his 
stay here to conferences with a 
number of agency executives, and 
to studying American postwar de- 
velopments in marketing and pack- 
| aging. 


Paul Althaus 


® Switzerland is still the only 
country in Europe which has an 
unrestricted currency and can 


freely import U. S. products. This 
fact, Mr. Althaus has found, has 
made it the natural jumping-off 
point for American manufacturers 
as they open up, or return to, Eur- 
opean markets. More than most 
European agencies, he said, his of- 
fice has to keep in close touch with 
current American merchandising 
and advertising techniques. The 
problem is to adapt American 
methods to European markets. 

Mr. Althaus emphasized that his 
agency works strictly on a fixed 
fee basis for clients. Actually, he 
said, this works out monetarily to 
the equivalent of a 15% commis- 
sion. Commissions received from 
media are applied as a credit to 
clients’ bills. In some cases clients 
are billed directly by media and 
pay the agency a quarterly fee, 
which depends on services ren- 
dered. During the war, Mr. Althaus 
said, some of his clients continued 
to pay his company a fee annually, 
despite the fact that they did little 
or no advertising. They wanted to 
be sure of the agency’s services 
when they resumed regular adver- 
tising. 


s About 60% of space placed for 
clients, he said, is in newspapers, 
about 25% is in outdoor, and the 
remainder is in magazines. There 
is virtually no advertising on radio, 
as it is government controlled. 
Television is just about ready to 
start, but this medium in Europe 
will be closed to advertisers. 
International Union of Adver- 
tising, which Mr. Althaus heads, 


|has attempted several times, par- 
| ticularly in Switzerland, to induce 


government to allow certain pro- 
grams to be sponsored by adver- 
tisers. But these efforts, he re- 
gretted to say, have proved unsuc- 
IUA, incidentally, is a 
worldwide organization of adver- 
tising organizations. The U. S. af- 
is Advertising Federation 
of America. 

There is no problem in Switzer- 


|land, Mr. Althaus said, about out- 


door advertising. This is not be- 


|cause of government regulation. 


Our service department has every con- 
ceivable facility necessary to assure that [onsroine ve 
the fine work you expect of Reilly will be 
enhanced by the finest service you could 


wish for. You can rely on it. 


Flectrotype 


NEW YORK 


Swiss outdoor advertisers, individ- 
ually and collectively, he said, 
exercise restraint voluntarily and 
Size of the ads is re- 
stricted to the equivalent of our 
three-sheet posters, and selection 
of sites for panels is strictly regu- 
lated by the Swiss counterpart of 
our Outdoor Advertising Assn. 


8 Office hours in Switzerland are 
quite different than in the U. S. 
Most companies open at 8 a.m., 
have two hours for lunch, from 12 
to 2, and keep open until 6 p.m. 
Hours on Saturdays are from 8 
a.m. to noon. At the Althaus agency 
hours are from 7:30 a.m. to 6 p.m. 


| with an hour and a half for lunch. 


But employes have all day Satur- 


day for themselves. 


“We work harder and longer 
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Disston Will Push 


of hardware trade publications will 
feature Disston’s Christmas display 


Gore Forms Own Agency 
Budd Gore, formerly advertis-} 


CUT ART COSTS 


~ 0 bie oe ; unit available from wholesalers. A jing manager of Marshall Field & - 0 
rt tly a a Saws as Yule Gifts feature will be saws individually Ce, has established a consulting 
Le ‘ PHILADELPHIA, Sept. 10—A “Lift packaged in attractive gift boxes. service for newspapers and re- : 
—— % ——— From a Gift” campaign of Henry Early December consumer ad- tailers and a general advertising 2. ; (lie 0 
. Disston & Sons Inc., which began vertisements in The Saturday Eve- and publicity agency in Chicago. ; 
mat wou last spring in an effort to pull more ning Post will be implemented with a of teeta See 6 co wee 4 CLi eB PE Ra 
ant See Sen menie nee buyers into hardware stares a barrage of publicity _ the dual previously sales ’ promotion man- Multi-Ad Services, Inc. 
coe a nee Oe at throughout the nation, will shift theme of the hardware store as a ager of H. & S. Pogue Co., Cincin- A 
om Sons se i into higher gear with a special gift center and tools as gifts. _—|_ nati department store, and before 105 Walnut, Peoria, lil 
wt Seer Christmas promotion. Geare-Marston Inc. is handling that was sales promotion manager THE CREATIVE ART SERVICE 
coe ea cate ; Two-color ads in the fall issues the campaign. of the Chicago Daily News. 
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LOCAL INTEREST—Sinclair Coal Co., Kan- 
sas City, is using local newspaper ads like 
this in towns where Sinclair mines are lo- 
cated, through R. J. Potts-Calkins & Holden. 
The newspapers are voluntarily changing 
events on calendars, keeping each one up 
to date. 


Beats all how tas 


than you do in America, I think,” < 


Mr. Athaus said, “but I do not WSM akes »* $M 


J 
think we are as tired at the end ¢ 
of a day, and we have fewer cases 
of ulcers and nervous breakdowns.” | 

Another important reason for 
Mr. Althaus’ current visit to Amer- 
ica is to see his grandchildren. 
Their father, Mr. Althaus’ son-in- 
law, Ralph Rewcastle, is a copy- 
writer at Batten, Barton, Durstine 
& Osborn. He was an officer in the 
British army during the war, and 
met his wife while convalescing 
after the war at Zurich. 


Ad Recognition Week Set 

Its fourth annual advertising 
recognition week has been set by 
the Advertising Assn. of the West 
for Feb, 15-21. Howard Willough- | 
by, Sunset Magazine, senior v.p. of | 
the AAW, will chairman the week’s | 
activities. 


On September 3, 1951, Royal-Barry: 
Carter Mills, manufacturers o 
Martha White Flour, launched 

new product, Martha White Coffee. 


Since WSM and WSM folk music¢ 
talent have played such a phenome: 
nal role in the success of Marth 
White Flour, 95% of the radic 
budget (which was the lion’s shar 
of the total budget) was allocated t 
the Central South’s boss salesmaker. 


Wise decision? Well — Martha 
White Coffee — “a man’s coffee” — 
already has distribution in four 
states, and the upward sales curve 
keeps getting steeper all the time. 


Pee, CS 


| 
| 
Gets Investment Account | 

Shearson, Hammill & Co., New| 
York, has appointed Wilson, Haight | 
& Welch, New York, to handle ad- | 
vertising of its mutual fund de-| 
partment. Newspapers and invest- 
ment digests will be used. 


oe 


“ Western Cine Service Opens 
he Western Cine Service has been| 
formed at 114 E. 8th St., Denver, 
to process b&w 16mm movie films. | 
Noel L. Jordan, John Newell and| 
Herman Urschel are the owners. 


| 
GUANING ror moRE 
HUNTING EQUIPMENT SALES ? | 


If you have a new product you want 
started right, or an old one that 
needs building up, better see what 
folk music salesmanship WSM-style 
can do. Irving Waugh or any Petry 
Man can supply case histories that 
will make even a cost accountant 
look happy. 


WSM..... 


Clear Channel 
50,000 Watts 


voted SELF-RUSING Flacter 


ROYAL, BARRY. CARTER MILLS, 14 
GENERAL OFFICES - MASHVILLE, TEN, 


| 

| 

| 
Hunt where the hunting is best—take | 
a shot at the hundreds of th ds of _— 
men who pay $10 a year—or 25 cents 
a copy at the newsstands—for The 
Sporting News, national baseball week- 
ly. 
Read by more than a million sports- 
minded men, your advertisement will 
reach an audience of sportsmen... a 
rich, responsive market for everything 
a man buys. 


he Sporting News | 


Published weekly for 66 years 
2018 Washington Ave., St. Louis 3, Mo. 
535 Fifth Avenue, New York 
520 N. Michigan Bivd., Chicago ' 


| IRVING WAUGH Commercial Manager * EDWARD PETRY & CO. National Representative 
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Delivered 6,134,505 
Guarantee 5,000,000 


BONUS 1,134,505 
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MAC FADDE PUBLICATIG 
20% Hast 420d Street, New ¥ ork 17 - Offices: ¢ 
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Record-shattering newsstand sales 

far in excess of four million copies 
skyrocketed TSWG circulation 

to a new all-time high for September! 
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Name Burnett Lid. Execs 
Executives of the new Toronto 
office of Lee Burnett Co. of Cana- 
da Lid., which has opened at 170 
Bay St., include: George B. Mac- 
gillivray, v.p. and general mana- 
ger; Stanley J. Izon, assistant to 
Mr. Macgillivray and service man- 
ager (the two men were associ- 
ated at Kenyon & Eckhardt in To- 
ronto); Ernest J. Trottier, formerly 
with McConnell, Eastman & Co 
manager of the production depart- 


ment; and Ralph Draper, formerly 


with K&E and Cockfield, Brown 
& Co., manager of the media de- 
partment 


Names Cole Advertising 
Universal Producing Co., Fair- 
field, la., maker of plastic house- 
hold items, has shifted its account 
from Blakemore Co., Des Moines 
to Cole Advertising, Des Moines 
Women's magazines, trade publica- 
tions and direct mail will be used 


u Medium for 


GE a an GAS HEAT- 
THE ONLY MAGAZINE DEVOTED Bienes 
we " ment, Parts, 


Accessories 


: & Materials 
HEATING PUBLISHERS, Inc. 2 W.45thSt. NEW YORK 36 (MU 2-4786) 


ENTIRELY TO GAS HEATING 


Universal Ranges 
Rented in Chicago 
to Multiple Dwellings 


Curcaco, Sept. 9—Owners of 
apartment houses here may now 
rent Universal gas ranges, starting 
this week. Cribben & Sexton Co., 
the manufacturer, will make the 
offer in other cities if it goes over 
here. 

The company is using only di- 
rect mail to owners and managers 
of buildings having 24 or more 
kitchen units. Several—in fact, 
three of the first four contacted— 
have already signed up for the 
service 

A spokesman for Cribben & Sex- 
ton said this is the first time that 
any consumer appliance has been 
distributed in this manner, that is, 
where no one—tenant or landlord 
—actually buys the machine. 

He refused to say what the terms 

,of the rentals are, except that they 

are for four-year terms and can 
be extended for another term at 
the end of the first contract. 


Aviation, American Aviation 
Worldwide Directory and Official 
Airline Guide. Gertrude Macken- 
zie, formerly with Young & Rubi- 
cam and Time Inc., tecomes sales 
promotion manager, and B. 
Copeland, recently manager of 
Airframe Supply Co., Dayton, is 
regional advertising manager. 


Barton Joins Western Agency 


V. M. Barton, formerly assistant 
to the president of Apex Film 
Corp., has joined Western Adver- 
tising Agency, Los Angeles, as as- 
sistant to the director of the radio- 


}television staff. He was formerly 


with McCann-Erickson and U. S. 
Steel Co. 


rata AN, 


“Jove, Crenshaw, I think you've cracked it! 
Tut, Ankh & Amen must have been an advertising agency...” 


Circulation, City and Retail Trading Zone 
t Now 
THEN 
¥ Dally 
160) nts. star _—, 
pe 59,456 
40 
130] post sala 
146,200 
120 
DAILY ENQUIRER 
110 sale 
100 Stare 
145,343 
90 
1000 49 44 4S GP 0 
Source: ABC. Publishers’ Statements, March 31 of cach year 


Tut, tut! More and more and more . 

Cincinnati is a morning-newspaper town! 
Today, the Daily Enquirer has more 
circulation w/in the retail trading zone 
than the ¢ots/ circulation of any other 


Cincinnati daily. 


Represented } 


Moloney, Regan and Schmitt, Inc. 


Advertising Age, September 15, 1952 

| Publications Move Advertising 

Office to La Guardia Field Value to Reader 

has moved its advertising sales 2 

headquarters from Washington, Causes Magazine 

D. C., to the terminal building at 

La Guardia Field, New York, be- 

cause of its easy accessibility by 

salesmen using either plane or 

Stephen R. Kent, director of ad- CHiIcaco, Sept. 9—Some pungent 

vertising, has announced two addi- comments on trends in the maga- 

tions to his staff serving American zine publishing business were of- 
fered to a group of Chicago adver- 
tising men yesterday by Godfrey 
Hammond, president of the Popu- 
York. The occasion was the cele- 
bration of the 80th anniversary of 
Popular Science Monthly. 

In reviewing the reasons why 
magazines continue to grow and 
succeed, Mr. Hammond empha- 
fer “heaping value” to readers, and 
are not published merely in the 
hope of attracting advertising dol- 
lars. 

“Furthermore,” he asserted, 
“magazines which succeed today 
ceptance of their responsibility in 

promoting the public welfare. For 
example, the conservation program 
promoted by Outdoor Life, while 
representing a selfish interest to a 
limited extent, has been in behalf 


American Aviation Publications 
Gains: H d 
. 
alns: ammon 
autos. 
lar Science Publishing Co., New 
sized that those which prosper of- 
are charged with a definite ac- 
of the public welfare in general.” 


e Mr. Hammond said that the most 
significant development of the past 
2U years, from a publishing stand- 
point, has been the broader distri- 
bution of income, creating a large 
and important “new rich” group, 
made up largely of skilled work- 
ers who have become an active 
part of the market served by many 
magazines. 

“This group,” he added, “in- 
cludes many of the most ambitious 
and determined young people in 
the country. The large volume of 
advertising of correspondence 
schools in magazines like Popular 
Science attests to the interest of 
this big group in self-improvement 
and in getting ahead. Many of our 
business leaders come from this 
type of reader.” 

The impact of television on mag- 
azine reading, he said, is less no- 
ticeable among those of specialized 
appeal, such as home and building, 
science and mechanics, outdoor 
sports, ete., than those of a gen- 
eral or entertainment appeal. He 


showed some interesting charts 
illustrating trends in newsstand 


sales since the end of World War 
II among magazines of the several 
types. 


® The great increase in magazine 
circulations, and especially news- 
stand sales, was emphasized by Mr. 
Hammond in his discussion of the 
progress of SM News Co., owned 
by Popular Science Publishing 
Co. and the McCall Corp. He said 
that over 100,000 retail outlets for 
magazines are now available and 
that, because the magazine is strict- 
ly a self-service item, sales result 
primarily from editorial appeal 
rather than sales promotion only. 

Popular Science has published a 
handsome brochure describing the 
beginnings of the magazine in 1872, 
when it had 12,000 circulation, and 
teday, when the ABC figure is in 
the neighborhood of 1,383,000. 


| Schick Ltd. Promotes Ofter 

| Schick (Canada) Ltd., Toronto, 
j}has opened its largest campaign 
with a 10-day free trial offer that 
will continue seven weeks. Color 
ads are running in English and 
French-language magazines, and 
newspaper mats and display pieces 
are being sent to retailers. Dealers 
get an extra dollar a shaver in ad- 
vertising credit to use on newspa- 
per space. Harold F. Stanfield Ltd., 
Toronto, is the agency. 


Canadians Elect Moore 

Robert Moore, co-publisher of 
the Sun, Swift Current, Sask., has 
been elected president of the Ca- 
nadian Weekly Newspaper Assn. 
for 1952-53. 


/ ee a ee ee ee ee a a EE vavoO303OkeleEerrrr- - ->Es rm mr ee - = — ay take eee. oe * ¥ ‘ eae esis? css Cent iia ae ooh Lee ~ 
pare a ae |) Se. See eee. 
af ‘a 
oS" € oll 
i oad 
ne : ‘ @ 
eo -= oe Pa 
Lome j G we , ee 
eve eens. oF a ee 
he baalsd are A 
é + 1@) es 
em oe wer a 
ava yw Te 
ok i The bat 
ee Advertising ie 
; font ¥ rete eS Pe Lae = Bie 
oe — cc. 
pith, i ; 
gaat —_— ; - : — - ~ 
MY pe ee = — ai : 
et a — a | Te oe 
een : ? ll gan’ es fi = = a re ay | a 
fae ; a: .* al — % i a — Bear 
a, x 4 cf" i ° : W a on he ‘ ‘ se 3 
et 40 \ i & Vom, ra | a <a fi \ \| i MG zt, x Che 
‘4 : << oe @ ite rs) \ | { : ee ne 7 : ar 
me = ie 8 ny 5 eo ft f AN Wy ~ | ee 
ei 4 . = ioe | ae Vas , \\\ es 3 iy ae 
. f oe oe Sith y } ie = pay} ee 
aS 2 : Y a = OO} : |S = ee 
wk i Tate Aq hae hci I 4 inh oO ; “&S S ae ee 
ae So if &. RT : Ba) : = % wont he Bris 
sce i -¢ H { ty = ates | S< } ee = Piste 
i, = or Bae = io — Ses b e: 
ot ss =. ae a a | ee fl ee 
<> Fi ¢ = a a | | TE : ' ae 
os es Scr omeg im) Hy <i yi a 
ee = ao © lad oe } > ‘i ~~ ——— . ae By 
os bei) . = —- ; 9 am { ih P . . ” = o mer, So es 
sa : ARE i \ XR Ag = 
— 0 cm 9 7 y == ST a Sea iS oe 
is j fe om f; » i 2 "4 
ae : ny aw, 9 f » f iw “J \ = es 
‘Ce $ ee ae — N = ot 
al . 3 . =<——SCS~ 3 i 2 5 
i { ni ™ oS a , . \ = es 
— ~~ = = > S 3a : 
le t i, — : a & cial a re " es ‘ ras 
ae : - es p . ay y 
x | x i : a os ne 5: x \ —_—— & a s <0 - ¢ 
eg 2 < ee ~\ a 2 e ;  - 
va sd —<\ ) , WY | y Po ? 
+o ng . ri . 2 eae 
BA * sa ' i : a b 2S , a \) ow : a) l : ’ : 
i Sa a jag SS s % A ; Ga , - a 1 = 
EEu =e —=—= — —~ = 2, Lae ae 
bs Bs 4 - Sid a rs gw” ae <A ~ cL > a2 Te ee Se tg a a 
he 2 y _ ve — —e > i oak Bs ‘ Ss. Ee ; sh 
pie Se TA Z ch oe eh { a 
Aer - i Ey TE SS “ = ee 
a —~ <= rou - <5 a > a es Begs!) 
ng we ee = ae Be 
A pe — > ~~" ~. L N a bee —- ney BS 
f° zz S Q ie + >< pee = 
af ete a e> ce a ~_<~*.2% ae 
1 Waa - 5 ge Se me 4 
ue : . | a, = 3 s —— <— = 
r % t: ; e 
Esb. Bee: i 
Boe pea 
i . 
F fe* { ey 
: he 9 RR TE ALTE ERNE TT A TTT A RARE RI nm A -_ . ae iit i 24 mt, 


ee ee 


Advertising Age, September 15, 1952 


departments upon style as well as 
price leadership for the budget 
shopper. 

Harold Rosner is president of 
Robert Hall Clothes, which is a 
subsidiary of United Merchants & 
| Manufacturers Inc. 


Hub to Use ‘Seventeen’ 

Hub Hosiery Mills, Lowell, Mass., 
will use Seventeen this fall to pro- 
mote a $1,000 Socks line of socks 
for teen-age girls. Ads will fea- 
ture a $1,000 merchandise replace- 
ment guarantee. Silton Brothers, 

| Boston, is the Hub agency. 


Canadian Magazines Gain 


Investment in Canadian maga- 
zines was up 10.3% in August over 
the same month last year, the Mag- 
azine Advertising Bureau of Can- 
ada has reported. For the first eight 
months, their revenues gained 
7.6% over the same 1951 period. 


Carroll Rejoins Foundation 


Stuart H. Carroll has returned 
from active duty in the Marine 
Corps as director of public re- 
lations for the Philadelphia Textile 
Institute Foundation. He formerly 
was its executive secretary. 


| McCREADY 


Americas 


FOREMOST 
TOY TRADE 


Magarine 
Only ABC Toy Paper 
Oldest in Field 
leads in Lineage 


Write for New Morket 
Dota Folder 


71 W. 231d N.Y. 10 


FIRST BLOW—Twelve leading first-run movie 
houses cooperated in this full-page ad which 
appeared in every New York City news- 
paper and which Donahue & Coe, the 
agency, called the first blow of the forth- 
coming winter battle with TV for the en- 
tertainment-seeker’s leisure time. 


10th Anniversary 
Drive Is Largest 
for Robert Hall 


New York, Sept. 9—Robert Hall 
Clothes will launch on Sept. 14 the 
largest advertising program in its 
history to mark the 10th anni- 
versary of its chain operation. 

The campaign is divided among 
radio, television and newspapers, 
with a special anniversary allo- 
cation for full-page advertisements 
in the Sept. 15 and Sept. 22 is- 
sues of Life. 

Newspaper and radio advertis- 
ing will be used to boost 10th an- 
niversary values over the weekend 
and will continue throughout the 
remainder of the year with var- 
iable-size space in 200 newspapers 
weekly, or oftener as required by 
market conditions, and with 5,000 
spot announcements a week over 
180 radio stations. Between 10 and 
20 one-minute announcements will 
be carried on TV weekly in New 


York, Chicago and Cincinnati. 
Frank B. Sawdon Inc. is the agen- 
cy. 


8 In addition, six-page newspaper 
advertising sections will be used 
to announce new store openings 
this menth in East Bronx, N. Y.; 
Chicago; McKeesport, Pa.; Akron, 
San Francisco, Trenton, Rochester 
and Freeport, L. I. 

With the new store openings this 
month Robert Hall will have 136 
retail outlets in many of the major 
cities throughout the country. 

Commenting on the company’s 
10th anniversary program, Frank 
B. Sawdon, who is also Robert 
Hall’s v.p. in charge of advertising, 
said “we have always been strong 
believers in advertising to attract 
customers. We utilize advertising 
to achieve the greatest penetra- 
tion of our potential market and 
thus ensure the mass sales essential 
to maintaining our policy of low 
markups. We know that every dol- 
lar we spend in advertising is that 
much additional insurance for cus- 
tomer savings, since advertising 
brings us the volume of customers 
necessary to maintain our low 
prices. | 


s “Since Robert Hall salesrooms 
are located away from the usual 
downtown areas in order to avoid 
the high rentals incompatible with 
our low overhead system, we de- 
pend upon very little drop-in 


Gi 


CORRUGATED PAPER COMPANY, INC. 


nee upon a time 


there was a Girl who knew when 
to say no, and she did Alright 
until she met a Boy 

who knew when to say nothing. 
He did Real Fine. | 


IT TAKES IMAGINATION, self-discipline and a built-in clock-in-the-head to know 
when to stop talking. All our corrugated floor-stands and counter-merchandisers know 
what to say, when and how to say it. This is the way a Gibraltar MD* operates: 


It stops you at the product. 
It tells you of the product. 
It sells you on the product. 
: ...and then... YOU BUY! 


THERE'S NO TIME for lily-gilding, coat-tail-grabbing or second-guessing. Just time 
to sell...and time to buy. 


PRECISION-PLANNED and executed, every Gibraltar MD* is sharp, clean, 
economical . .. Printed with Gibraltar’s exclusive VARNICOLOR INKS** 


GIBRALTAR PIN-POINTS point-of-purchase! 


Mr. S$. P. Boochever, Director 
GIBRALTAR MERCHANDISING DISPLAYS 


“Merchandising Display 


Without obligation on my part... 


bralitar 


for an appointment. 


trade. We advertise our locations 

and the values available. If people 

are interested in our values, they 

will seek out our stores, and, once 

there, we have found, they buy.” 
Originally a men’s clothing 

chain, during the war Robert Hall - 

added women’s and children’s 

wear. This year it is eyeing an ex- 

pansion of the “mass market,” and 

a major emphasis in the women’s 


=< NAME 
8101 Tonnelle Ave., North Berg: , New Jersey COMPANY 
LOngacre 5-3405, N.Y. or UNio: 3-4700, N. J. ieee 
° 


ae always Jiume To Call GIBRALTAR a 


Gibraitor Corrugated Paper Company, Inc. 


8101-25 Tonnelle Avenue, North Bergen, N.J. 


) Please send me my copy of the Gibraltar MD brochure. 


[) Please have your representative telephone me 
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LITHOGRAPHED CARDBOARD DISPLAYS 


my 


The rueful Sales-Veep 
rubbed his noggin; 
“Our Sales-curve 
looks like a toboggan, 
But it's no use 
to sit and curse it— 
Let's callin INLAND 
and reverse it!”’ 


INLAND LITHOGRAPH COMPANY 


CHICAGO 6-RANDOLPH 66-3256 


Maw 


When Baltimorean William Painter invented 
the crown cork, he started a trend that was 
destined to revolutionize the bottled beverage in 
dustry and created a business that has become 
the largest of its kind in the world. Crown Cork 
& Seal plants aud warehouses are located across 
the nation and around the globe. Crown's home 
plant in Baltimore is another example of a 
booming industry that is making big. bustling 
Baltamore bigger and richer than ever. 
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Along the Media Path 


e WCAU-TV, Philadelphia, has 
just about hung out the SRO sign 
for evening time this fall. Robert 
M. McGredy, sales manager, re- 
ports that with the exception of 
one 15-minute segment all local 
and network time has been bought. 
Among the station’s new adver- 
tisers are Hamilton Watch Co., 
Associated Hospital Service of 
Philadelphia, Friehofer Baking Co., 
Clark Bros. chewing gum, Alliance 
Mfg. Co. and Vick Chemical Co. 


e WFAA, Dallas Morning News 
radio station, has come up with a 
four-hour hillbilly show, “Satur- 
day Night Shindig.” The Saturday 
program is being broadcast from 
8 p.m. to midnight on a 52-week 
basis. Beginning Oct. 4, it will 
originate from the state fair- 


grounds before a paying audience. 


e@ Effective with its December is- 
sue, Coronet is offering advertis- 
ers a special deal on an eight- 
page spread section in four-color 
rotogravure, bleed. Price of the 
complete unit will be $42,752, a 
saving of $16,032 over regular 
rates. In addition, the magazine 
points out that the section can be 
lifted from the book and used as 
a merchandising piece. 


e@ Steel, a Penton publication, an- 
nounces that effective Sept. 29 it 
will be included in the ad read- 
ership study conducted by Daniel 
Starch & Staff. 


e@ The Saturday Evening Post is 
running four store promotions for 


Sa Orchid-raising enthusiast Bob Holland works at 
a Crown Cork & Seal. 
Baltimore a big, prosperous place. 
of 5,000 employees in an important Baltimore 
industry that grows larger and larger every year. 
Bob is representative of the more than halt-a 
million industrial workers whose substantial inv 


He is helping to make 
Bob is one 


comes from steady employment have produced 


ey. new spending power in Baltimore! 


~? There's always a ready market for all kinds ot 


products in big, rich Baltimore. 


And you can 


sell more than half of Baltimore's families when 
you include the largest evening and Sunday 


circulation of The News-Post and American in 


your advertising plans. 


Bob Holland 
and 

Crown Cork & 
Build a 
Bigger, Richer 


Baltimore 


Seal 


Baltimore News-Post 
ad American 


Represented Nationally by Hearst Advertising Sérvice 


advertisers this month. These are 
“Post Recognized Values” through 
1,000 independent drug stores and 
187 Rexall units; “Family Shop- 
ping” in 4,000 grocery stores; 
“Home Fashion Time” in 800 out- 
lets, and “Back to School” in an 
additional 800 stores. 


e, Hunting & Fishing is out with 
its first readership study since 
1950. The survey is a comprehen- 
sive report on occupation, income 
and buying habits of readers. 


e The shopping section of Red- 
bool: gets some effective promo- 
tion in a new advertising piece 
produced by H. W. Fairfax Ad- 
vertising Agency. “How Good a 
Mail Order Expert Are You?” is 
|the title of the unique folder, 
! which contains five die-cut flaps 
on each page. Pictured on the out- 
side of the flaps are mail order 
ads cf such items as a glove kit, 
stamp dispenser, flower clock and 
door knocker; on the inside of the 
flap is the amount of sales the ad 
pulled in Redbook. 

The folder challenges the read- 
er to look at the various ads on 
each page and see if he can guess 
which one got the best business 
Copy alongside of the flaps gives 
the pitch for Redbook as a mail 
order medium. 


e Time has a_ back-to-college 
shopping promotion running this 
month in 70 department stores— 
one to a trading area. The promo- 
tion ties in with “They Went to 
College,” Time-sponsored study 
published early this vear. 


@ The Chicago Tribune hit its all- 
time high in classified ad volume 
on Sunday, Sept. 7, breaking its 
past record for the third time this 
year. The want ad pages totaled 
nearly 37 full pages, including 
104,000 lines of advertising. The 
Tribune announced that during the 
first eight months of 1952 it carried 
209,738 more lines of want adver- 
tising than during the same period 
| last vear. 


e@ Magazine claim-and-boast de- 
partment: Modern Photography's 
October issue shows linage gain 
| of 24% and the first 10 months of 
| 1952 show an ad gain of 21%; Me- 
;chanix Illustrated reports 17% 
| gain in ad revenue for October and 
| 22.8% increase for first 10 months 
of 1952; Flower Grower gained 
28.72% ad space during first three 
| quarters of 1952; Service, televi- 
|sion-electronic magazine, pub- 
lished the largest issue in its 21- 
year history this month. 


|@ Office Management & Equip- 

ment has given its 1952 “Office of 
the Year” award to Lever House, 
Lever Bros.’ new glass building on 
'Park Avenue. The new Sacramento 
Bee building in California won 
first award in the less-than-500- 
employe class. 


|@ Dell Publishing Co. brings to- 
gether data from various studies 
in its new statistical picture of the 
female market, “The Woman Audi- 
ences of America’s Major Maga- 
zines.” The study presents the 
audiences of 38 magazines broken 
down by age, family income, mari- 
tal status, children, number of 
readers, cost of reaching women 
readers and other factors of in- 
terest to advertisers. 


Brundage Opens New Agency 

Donald J. Brundage, formerly 
assistant v.p. of Tucker Wayne & 
Co., Atlanta, has opened an agency 
under his own name. Mr. Brundage 
plans to specialize in point of pur- 
chase and outdoor advertising 
materials. 


NBC Promotes Bishop 

Don Bishop, former magazine 
editor for the National Broadcast- 
ing Co., New York, has been ap- 
pointed TV manager of the press 


department. He succeeds Allan 
Kalmus, who has joined Lever 
Bros. 
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Pabco Begins Drive 
Featuring Western 
Style Furnishings 


San Francisco, Sept. 9—Pabco 
Products is capitalizing on its posi- 


tion as the only floor covering} 


manufacturer in the West. 

The company has launched a na- 
tional magazine advertising cam- 
paign which utilizes the “Califor- 
nia Way of Life” in building and 
home furnishings. 

Pabco’s agency, Brisacher, 
Wheeler & Staff, San Francisco, 
has a staff of photographers and 
copywriters who have been in- 
structed to watch for actual homes 
and rooms which typify Califor- 
nia style living. These homes are 
then visited by the agency’s art 
director and an interior decorator 
and the exceptional ones ere de- 
picted in the Pabco ads. 


® The series of ads featuring these 
rooms and homes began in the 
September House Beautiful and 
will continue during the fall and 
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Harvey Moves to Agency 


Les Harvey, advertising and 
sales promotion manager of Por- 
ter-Cable Machine Co., Syracuse, 
for the past five years, has become 
a partner in the Gale Benn Asso- 
ciates agency there. 


Buys into ‘Floor Covering’ 
Alfred Williams, president of 
Maracaibo Oil Exploration Corp., 
has scquired a financial interest in 
Lenett Publications, publisher of 
Floor Covering Weekly, New York. | 


KofC Raises Budget 
as Promotion Brings 
1,100,000 Inquiries 


Swampscott, Mass., Sept. 9— 
Advertising is credited with pro- 
ducing 1,100,000 inquiries to the 
Knights of Columbus and with en- 
rolling almost 100,000 persons in 
Catholic instructions. 

These disclosures were made 
here Sunday by Judge John E. 


Swift, supreme knight of the KofC, 
at a meeting of its Massachusetts 
| council. 

As a result of the ad program, 
inquiries have been received “from 
every country in the world, in- 
cluding Russia,” Judge Swift said. 
So satisfied are the Knights with 
| the success of their promotional ef- 
forts that $750,000, half again as 
|/much as last year’s budget, has 
been set aside for advertising 
| during the coming year. 
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Gross Joins Gimbel Bros. 


Bernard L. Gross has been 
named general merchandise man- 
ager of Gimbel Brothers of Phila- 
delphia. He succeeds G. A. Gidley, 
named merchandise ‘manager of 
Gimbel’s men’s store. 


Baker Joins West-Holliday 


Jack Baker, formerly with the 
Branham Co., San Francisco, has 
joined the sales staff of West- 
Holliday Co., San Francisco, news- 
paper representative. 


© Phbeo Linoleum 


( Oye 


a coe eed e 


winter in American Home, Family 
Circle, House & Garden, Improve- 
ment Era, Sunset Magazine and 
Woman’s Day. The ads will pro- 
mote California Originals and 
other Pabco floor coverings with 
the theme: “It costs no more to 
choose the loveliest linoleum in all 
the land.” 

Copy is written with an eye to- 
ward editorial interest and use in 
the scrapbooks kept by many 
homemakers. Pabco reports that it 
is already receiving queries on the 
House Beautiful ad, indicating “a 
more favorable reaction to the new 
campaign than anything that Pabco 
has done.” 


Merchandising followups include 
dealer mailings, point of sale ma-) 
terial and a display piece which is| 
a copy of the photographed ee. 
Pontiac Promotes Crawford 
to General Sales Manager 

Howard E. Crawford has been 
named general sales manager of | 
the Pontiac Division of General | 
Motors Corp. Mr. Crawford suc- 
ceeds L. W. Ward, who retired 
after 18 years with Pontiac to en- 
ter private business. 

Mr. Crawford has been with 
General Motors since 1930, serv- 
ing in distribution and sales. Prior 
to joining Pontiac, he was assist- 
ant general sales manager of the 
Chevrolet Motor Division of Gen- 
eral Motors. 


Corn Products Boosts Ruark 


Robert G. Ruark has been ap- 
pointed executive assistant to the 
president of Corn Products Re- 
fining Co., New York. He joined 
the firm in 1944 as director of 
sales research for the chemical 
division and was named assistant 
general manager of the division in 
1948. 


Roger Appoints Segall 

Roger & Co., California distribu- 
tor for Anker sewing machines, has 
appointed Theodore H. Segall Ad- 
vertising Agency; San Francisco. 
Segall is now conducting an inten- 
sive TV spot campaign. 


Why? 


oe 


PrFODUCTION GLOSS: 
CONSOLIDATED WATER POWER & PAPER CO. - 


Up a tree about 
operating Costs ? the» revs 


exactly the kind of down-to-earth economy you’re looking for. 
If your company produces sales literature, a magazine or other 
printed material, it’s a safe bet you use enamel paper. But the 
jackpot question is: what brand? Because today enamel papers of 
identical quality are not all the same price. They have the same 


sparkling white surface. They give the same top quality printed 


Just a note on your letterhead is all we need. 


A 


results. But Consolidated Enamel Papers cost 15 to 25% less. 
Because Consolidated pioneered a modern kind of enamel 
papermaking. It simply eliminates many costly manufacturing oper- 


ations still necessary to other makers. You save the difference. 


take a free look! wen glad to send a generous supply of 
Consolidated Enamel Paper for your own test. Just have your printer run it with 
your next job under identical conditions with the paper you’re now using. 

Then you can see for yourself why hundreds of leading companies specify 
Consolidated Enamels for finest quality printing at substantial savings. 


So why not drop a twig on your secretary’s pretty head right now? 


ENAMEL 
PAPERS 


MODERN GLOSS + FLASH GLOSS 
Sales Offices: 135 So. La Salle St., Chicago 3, IMinois 
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Oops! ‘New Yorker’ 
Sets ‘BW’ Readers 
Straight on Figures 


New York, Sept. 9—Business 
Week and The New Yorker have 
teamed up to capitalize pleasantly 
on a mistake. 

A letter on New Yorker station- 
ery, under a line cut cartoon by 
Soglow of a stout ge 
ing his belt at a cloak room in a 
restaurant, reads: 

“Dear Business Week reader: 

“With considerable delight we've 
been checking our own belt size) 
ever since we read Business Week’s 
August release, which put us in 
third place (ahead of Life and 
after Business Week and The Sat- 
urday Evening Post) in total num- 
ber of advertising pages for the 
first six months of 1952. 

“Quite frankly, though we're 
actually avid Business Week boost- 
ers and followers ourselves, we 
really must drop ourselves down a} 
notch on the list to fourth place} 
where, in all honesty, we really be-| 
long. 
“One of those friendly little) 
gremlins who works for The New 
Yorker's better half must have 
switched those figures around. We 
thought you ought to know.” | 


| 


@rhe letter is signed with “best 
tl by Raymond B. Bowen,)| 

rtising director of The New 
Yorker. 

The letter was composed at The 
New Yorker and has been sent to 
Buginess Week's entire promotion 
listof 11,000. The misplacing of the 
magazines was in a promotion re- 
leage and was not published in 

ness Week. 


olulu Adclub Elects 

ul Beam, Beam & Milici, 
He@molulu, has been elected presi- 
dem of the Advertising Agency 

1. of Hawaii. Other officers are 
Meyer Cummins, Woodrum, Car- 

& Staff, v.p., and H. V. Beaz- 
lie, W. H. Male Ltd., secretary- 


tre@surer. 


Nursery Appoints Lang 
Raymond I. Lang Advertising, 
Safi Francisco, has been appointed 
to Randle advertising for Mt. Eden 
Nugsery Co., Mt. Eden, Cal. Initial 
plafs cali for trade promotion di- 
fed toward building brand rec- 
ition among wholesalers for 
Mt. Eden roses 


No. 2 in a Series 


S0"O00*000%§ 
MOVING MILES 


experience 


Yow Jewzie 


a 
satisfaction is the result of this long 
moving record. Every detail will 
be attended to, Breakable goods | 
carefully packed and unpacked; 
valuables transported without 
scratching or marring finishes. | 
Every... 
move by National is made in dust- 
proof, rain-proof vans, so that no 
article arrives stained or dusty. 
Yes Sir... 
for the best moving service, con- 
tact your nearest National office 
or agent — refer to the yellow 
pages in your telephone book. 


widt AGENCY Ones, 
yonor 4Pey 


wEW YORK 


ONAL VAN LINES: 


EXEC. OFFICES: 2431 IRVING PARK ROAD. 
CHICAGO, ILL. 


Appoints Emil Mogul Co. 


Gold Medal Candy Corp., Brook- 
lyn maker of Bonomo’s Turkish 
taffy, has switched its account 
from William H. Weintraub & Co., 


York. 


VanSluyters Joins Leonard 
Leonard Refineries Inc., Grand 


Rapids, Mich., has appointed David 


E. VanSluyters, formerly with 


ids, to coordinate and plan its ad- 
vertising program. 


‘TV Show’ Names Burtis 


Jay Burtis, head of Magazine | 


Associates, magazine representa- 
tive, has been appointed director 
of advertising for TV Show maga- 


| New York, to Emil Mogul Co., New zine in New York. He will con- 


tinue his duties with Magazine 
Associates. 


‘Kopecki Joins Carborundum 


Carborundum Co., Niagara Falls, 
N.Y., has named Ernest S. Ko- 


ntleman check- Rapid-Standard Co., Grand Rap-  pecki, formerly with Pennsylvania 


Salt Mfg. Co., Philadelphia, as- 
sistant public relations director. 
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|Jon Arthur Elected President 


Arthur-Sampson Enterprises, 
Cincinnati, has elected Jon Arthur 
president. The company produces 
“No School Today” and “Big Jon 
and Sparkie,” radio network 
children’s shows. 


| Lewis Names Wilson, Haight 

| Lewis Asphalt Engineering 
Corp., Clark, N. J., has named Wil- 
son, Haight & Welch, New York, to 
handle advertising for all its prod- 
ucts. A business publication cam- 
paign is planned. 


|F&S&R Appoints Smith 


Peter J. Smith, formerly pro- 
gram director of WDTV, Pitts- 
burgh, has been named assistant 
production supervisor in charge 
of daytime radio and television in 
|the New York office of Fuller & 
Smith & Ross. 


‘Marine Gazette’ Rates Up 


Based on a circulation increase 
of 65%, the Marine Corps Gazette, 
New York, has increased its ad- 
vertising rates from $375 per one- 
| time b&w insertion to $480. 


Why doee METRO deliver mo 


Nothing intoreste people lite themealves / 


IN BUFFALO, «is in major markets throughout 
the country, Metro delivers more than any 
other magazine because it has more to deliver 
— more circulation, more readership, more 
influence with readers. This is because Metro 


OPERATION HAIRWASH was the title of a recent 
picture-and-caption feature in the Courier-Express Pic- 
torial, the Metro magazine in Buffalo. This photographic 
sequence showed a local girl washing her hair. Hardly 
a sensational story. But mighty interesting to Buffalo 
women who, like women everywhere, enjoy seeing them- 
selves in print — do see themselves, their friends and their 


aa 


ous 


neighbors in print every Sunday. 


people more of what 


is edited on the spot in each market to give 


interests them most — 


more pictures and more words about them- 
selves, their friends, their own community. For 
example, Operation Hi 


uirwash... 


Th 


$3,000 FOR A RACING SHELLis a lot of money to a 
local club such as Buffalo’s West Side Rowing Club. 
But with the help of a benefit contest sponsored by the 
Buffalo Courier-Express — and a story in the Metro 
magazine—these Buffalo lads got their new shell. Locally- 
angled features also insure terrific ma/e readership for ads 
in Metro. And only Metro, among all mass magazines, 


presents the local scene each week. 


MIGHTY METRO — with the 
world’s largest magazine 
audience—is an advertising 


oT 


ATLANTA Journal-Constitution Magazine 


A 


of 28 


Sunday Magazines, 
is 
owned, edited and distri- 


of which 


buted by a 


each 
individually 


leading Ameri- 


BALTIMORE Sunday Sun Magazine 
BOSTON Globe Pictorial 

and/or Herald Rotogravure Section 
BUFFALO Courier-Express Pictorial 
CHICAGO Tribune Picture Section 
CINCINNATI Pictorial Enquirer 
CLEVELAND Plain Dealer Pictorial 

Magazine 


DES MOINES Register Picture Magazine 


can newspaper. 


DETROIT News Pictorial 

and/or Free Press Roto Magazine 
HOUSTON Chronicle Rotogravure Magazine 
INDIANAPOLIS Star Magazine 
LOS ANGELES Times-Home Magazine 
MILWAUKEE Picture Journal 
MINNEAPOLIS Tribune Picture Roto Magazine 
NEW ORLEANS Time-Picayune & States—Dixie 
NEW YORK News Colorofto Section 
PHILADELPHIA Inquirer Magazine—Today 


Metro Group Editorial Bureau (New York) MUrray Hill 7-5200 


METROPOLITAN SUNDAY NEWSPAPERS, INC. * Sales Offices for Metro Magazines and Metro Comics...NEW YORK: MUrray Hill 7-5200 
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Appliances Bought 
at Nearby Stores 


New York, Sept. 9—Family Cir- 
cle is showing an appliance survey 
highlighted by the fact that 73% 
of an appliance dealer’s customers 
live within a 1%-mile radius of 
his store. 

When appliance dealers in 54 
cities were asked by Stewart, 
Dougall & Associates where they 
would like to relocate, 67% pre- 
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ferred a location next to a super- 
market, with customer traffic cited 
as the principal reason. 

Principal findings of the survey 
will form the basis of Family Cir- 
cle’s appliance advertising cam- 
paign which starts in the Septem- 
ber Electrical Merchandising, 
through Dancer-Fitzgerald- 
Sample. 


Peterson Leaves McClatchy 


Evert S. Peterson, public rela- 
tions director of McClatchy News- 


papers and McClatchy Broadcast- 
ing Co. of California, has resigned 
that post to become general man- 
ager of Rotary Offset Printers, a 
new lithographic company being 
formed by Carl M. Bigsby, owner 
of California Rotogravure Co. and 
Compton Printing Co. 


HPL Names Christopher 

Jane Christopher has been ap- 
pointed merchandising manager of 
the Galen Drake Housewives’ Pro- 
tective League and Starlite Salute 
radio programs on WCBS, New 
York. 


Wolfe Joins Huber Corp. 


Richard C. Wolfe, son of Her- 
bert Wolfe, president of Kienle & 
Co., New York, ink manufacturer, 
will be associated with the ink di- 
vision of J. M. Huber Corp., as of 
Sept. 15. 


International Promotes Two 

International Salt Co., Scranton, 
Pa., has named Edson K. Green, 
general sales manager, and Myron 
L. Hyman, general manager of 
sales for the northern division and 
Canada, v.p.s. 


for your advertising dollars £ 


Nothing salle people like METRO : 


IN BUFFALO and every other Metro market, 
Metro’s unique /ocal character really pays off 
at the cash register! Retail advertisers know 
it (below, left). Surveys explain why (below, 
right). Add to these facts Metro’s brute-figures 


BUFFALO'S BIG STORES — Adam, Meldrum & Ander- 
son, Hengerer’s, Edwards, etc.—advertise in Metro every 
week. They do it because they knox 
are in a shopping mood when they read Metro—read the 
national ads and retail ads and read from cover to cover! 
There’s no such thing as “preferred position” in Metro — 
there’s no need for it. When your seat is always at ring- 


side, it doesn’t matter which side! 


Metro sells. People 


consid 


PROVIDENCE Journal Mag 
ST. LOUIS Globe-Democrat Magazine 


CHICAGO: WHitehall 4-2280 


PITTSBURGH Press Roto Magazine 


The Rhode Isi 


Ad. 


and/or Post-Dispatch—Pictures 


ST. PAUL Pioneer Pictorial 

SEATTLE Times Pictorial Section 

SPRINGFIELD Republican Rotogravure Section 
SYRACUSE Post-Standard Pictorial Gravure 


Magazine 


WASHINGTON Star Pictorial Magazine 


* DETROIT: TRinity 2-2090 * SAN FRANCISCO: GArfield 1-7946 * 


—more than /4 million circulation... 
weekly audience...50 
cities over 10,000. . 
metropolitan areas. Call your Metro repre- 
sentative today! 


four-color-page ads during 1951 
for other magazines. Not only is the average ad in Metro 


erably lower cost per r 
opportunity for yeu to gain much greater impact and 
efficiency with a given budget! 


| 


35 million 
-100°/. co 
19 cot 


verage in 500 


erage of the 162 


Average Number 


of Women Thorough Readers 
All 1951 4-Color Page Ads 


DO YOU SELL TO WOMEN? [his chart shows the 
average number of women who “read most” of all Metro 
as well as the averages 


thoroughly read by twice as many people, it is read at a 
er. This results in an 


OVER 
14 MILLION 
CIRCULATION! 


LOS ANGELES: Michigan 0259 


reach Active. Minded 


Ne 
A 


family units... in 


| magazine they read... 


NATIONAL 
GEOGRAPHIC 


| 


More than 2,000,000 Nationa’ 
Geographic family units cu 
across almost every business. 
profession and occupation, 
They call The National Geo 
graphic “our magazine.” As 
members of the National Geo- 
graphic Society they actually 
own it. They write us as 
many as 84,000 pieces of first 
class mail a day. They renew 
their subscriptions at an amaz- 
ing rate of more than 87%. 
Entire families regularly read 
and have confidence in the 
pages of the magazine, both 
editorial and advertising. They 
have a warm spot in their 
hearts for our product. We 
think there’s room there for 
your product, too! 


America’s most 


active minds 


Now, more than 2,000,000 circulation 
according to publisher's current records, 
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CBS Promotion Will 
Stress Importance 
of Radio to All 


New York, Sept. 11—‘Whatever 
you do, wherever you go, you'll 
enjoy it more with radio.” 

This is the major theme of the 
CBS radio network's program pro- 
motion for the fall season. Colum- 
bia’s advertising strategists have 
keyed the autumn drive to the 
importance of radio to everybody, 
figuring no doubt that they will get 
their share of the audience as long 
as the medium remains vital, alive 
and dynamic 

On-the-air promotion to remind 
listeners that Lucky Strike’s Jack 
Benny, Lux’s Hollywood dramas 
and the other top-rating attractions 
will be back from vacation soon 
started several days ago. Present 
plans ca}! for all the CBS sponsored 
stars to transcribe reminder an- 
nouncements to boost their audi- 
at 


ences. As an innovation—and 
considerable expense to the net- 
work—Columbia will tape these 


20-second spots with individual call 
letters for each affiliate, provided 
the artists are willing. 


® As in previous seasons, this self- 
promotion will be supplemented by 
newspaper copy, according to 
sharles Oppenheim, administra- 
five manager of sales promotion 
advertising. The first of a ser- 
jes of ads will break Oct. 5 in 
papers in the seven cities where 
th@ network has owned-and-oper- 
at@@ stations. Evening and daytime 
pra@grams both will be mentioned 
in these ads 
As usual, complete fall promo- 
tiom kits have been prepared. 
ng ether things these contain 
uncements, newspaper ads 
mats and star publicity mate- 


S pays the production and art 
{| for newspaper copy, but did 


make any contribution to the 
he ‘osts. Usually about half of 
the} stations schedule newspaper 
C@mMpaigns to reawaken interest in 
thefreturning programs 
McCann-Erickson is the agency 
for CBS radio. 


Pramotes Carpet Cushion 
American Biltrite Rubber Co., 
Trepton, N. J., is preparing a new 
serl@s of eight-color dealer dis- 
i) and consumer promotion 
pieces to promote its new Amtico 
sponge rubber carpet cushion. 


Recent successes of 
PIONEER Qualatex 
“Floating Billbeard” Balloons in intro- 
ducing beauty products prove again that 
parents are America’s original “Captive 
Audience.” The kids dictate and they 
buy! There's money in Sonny—and Susie, 
too! They demand the brands that give 
@ premium. 

Stimulate sales of amy product with low- 
cost PIONEER balloons as package in- 
sorts, tie-ons or self-liquidators. Gorgeous 
colors, printed in non-fading crackless 
pigments. Our Ad Service Department 
gives you ideas, samples, imprint infor- 

mation. Write to The 
PIONEER Rubber Com- 
pany, 108 Tiffin Road, 
Willard, Obie. 


witm PIONEER Quacatex 
* (OP g/tlBOARDs 
FloarinG oa ‘oy 


Joins Anderson & Cairns 

Robert Wechsler, former public 
relations director of New York 
Mountain Hotel Men's Federation, 
has joined the public relations de- 
partment of Anderson & Cairns, 
New York agency. 


Kansas City TV Sets Grow 

The Electric Assn. of Kansas 
City reports a sale of 4,979 tele- 
vision sets in the Kansas City area 
during August. This brings to 223,- 
024 the number of TV sets dis- 
tributed in the area as of Sept. 1. 


Easter Elected to ABP Post 


Frank S. Easter, circulation di- 
rector of American Artisan and 
Heating, Piping & Air Condition- 
ing, Chicago, has accepted a re- 
gional vice-presidency in Asso- 
ciated Business Publications’ na- 
tional circulation round table. It 
is a new post created to effect 
close liaison between circulation 
personnel on ABP member papers. 
National president of the ABP cir- 
culation group is Henry Zwirmer, 
circulation manager of Fairchild 
Publications. 
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Fine Art Lamps to Howard 
Fine Art Lamps Ltd., New York, 
manufacturer of contemporary 
lamps and shades, has appointed 
Lloyd S. Howard Associates as its 
agency. A special campaign on the 
company’s new line of desert 
lamps will be started shortly. 


Benham Gets New Account 
Benham Advertising Co., Phila- 
delphia, has been named to handle 
promotion for Andorra Homes Inc., 
Philadelphia, operator of a new 
shopping center in the area. 


Southwell Changes Agencies 

John T. Southwell, formerly 
with Batten, Barton, Durstine & 
Osborn, Young & Rubicam, and 
Huber Hoge & Sons, New York, 
in the radio and TV departments, 
has joined Hirsch & Rutledge, St. 
Louis. He will be v.p. and director 
of TV and radio. 


Ecott & James Names Taber 

Donald C. Taber has been named 
head of the creative and copy de- 
partment of Ecoff & James, Phila- 
delphia agency. 


The Iron Age 
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Dates Set for American Press Institute 
; . Ht Hy 47 | tisi directors and managers on 
Seminars; One Added for Editorial Writing (08 ones ite thane 75,000 


New York, Sept. 11—The Amer- 
ican Press Institute at Columbia 
University has announced its 1952- 
53 program of six seminars for 
newspaper men and women. The 
schedule of seminars, now in its 
seventh year, is as follows: 

Management and costs: One 
week, starting Sept. 22, for execu- 
tives responsible for the business 


success of newspapers of not more 
than 50,000 circulation. 

City editors: Two weeks, start- 
ing Dec. 1, for city editors and 
their assistants. 

Publishers and editors: Two 
weeks, starting Jan. 19, for execu- 
tives responsible for supervision of 
all departments on newspapers of 


Newspaper advertising: Two 
| weeks, starting Feb. 16, for adver- 


circulation. 

Managing editors and news edi- 
tors: Two weeks, starting March 
16, for managing editors, assistant 
managing editors, news editors and 


others with similar responsibilities. | 


s Editorial writing on local prob- 
lems: Two weeks, starting May 11, 
for editorial writers and executives 


responsible for editorial thinking 
and writing. This seminar is the 
only one which has not been con- 


ducted in past seasons. 


Membership in each seminar is 
limited to 25 men and women. The 
fee for a one-week program is 
$180, and for a two-week program 
$360, including room and meals. 

Also this week, the Graduate 
School of Business announced a 
special advertising course in which 
16 of the nation’s leading adver- 
tising executives, all authorities on 


not more than 50,000 circulation. 


a trip to the Moon 


All aboard for Celestial Airlines Flight 371 . . . non-stop to the moon! 


Flight of fancy? Perhaps. But if it comes to be, it will result from the 
talents of an IRON AGE reader. A production man, alert to IRON AGE 
reports of newer dies, more effective machine tools. A metallurgist, eagerly 
scanning the news for stronger alloys to sheath this super ship. An engineer 
delving into IRON AGE pages for superior ways of welding, casting, forg- 
ing, machining, finishing. A top administration man, looking for the how, 
where and when. 


All these men are readers of The IRON AGE ... all top metalworking 
executives of vision, be they administration, production, engineering or 
purchasing. 


THE IRON AGE. . . METALWORKING’S NO. 1 NEWS MEDIUM 


The IRON AGE keeps metalworking posted on the latest news of the indus- 
try ... first to flash helpful, important developments so necessary to men 
who plan for the future. The IRON AGE was first to report on electro- 
mechanical machining; first to investigate and keep on top of titanium; 
first to report on shell-molding; first in a prize-winning series of articles on 
boron steels. IRON AGE readers have long learned to expect up to the 
minute, accurate data on markets and prices, manufacturing, controls, 
materials—everything that goes into the fabrication of a metalworking 
product, whether hairpin or rocket ship. 


THE IRON AGE... METALWORKING’S NO. 1 ADVERTISING MEDIUM 


Each week The IRON AGE presents a panorama of subjects affecting all 
branches of metalworking. Its authoritative technical articies, news flashes 
and special market reports, skillfully written and interpreted by experienced 
editors provide the broad horizontal appeal of The IRON AGE. This edi- 
torial appeal is the magic element that attracts 136,958 metalworking exec- 
utives in administration, production, engineering and purchasing. 


These are the men who are the proven buying influences in metalworking. 
Reach these men in the vast $80 billion metalworking market through The 
IRON AGE ... the most economical advertising medium. 


The most successful salesman in the industry .. . KllronAge 


No. | in metalworking 


A CHILTON PUBLICATION, 100 E. 42nd ST., N.Y. 17, N.Y 
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the major techniques of advertis- 
ing research, will participate. 


Hollingshead Promotes 
Lee, Carolla and Reed 


Frederick H. Lee Jr., formerly 
sales manager of the industrial 
division, R. M. Hollingshead Corp., 
Camden, N. J., has been named 
manager of the company’s newly- 
combined government sales divi- 
sion and the industrial sales divi- 
sion. 

William L. Carolla, formerly 
assistant sales manager of the in- 
|dustrial division, has been ap- 
pointed the division sales manager. 
John W. Reed Jr., formerly West 
Coast representative for the in- 
dustrial division, has been named 
sales manager of the government 
division. 


Joins Insurance Company 

Frank C. Elston, former adver- 
tising and sales promotion manager 
and publications editor of Phila- 
delphia Life Insurance Co., has 
joined Washington National In- 
surance Co., Evanston, Ill, in a 
similar capacity. 


The Wall Street 
Journal 


“Index to Subscriber 
Buying Power” 


tells you what The 
Journal’s audience of 
234,569 subscribers of- 
fers you in the way of ~ 
specific sales opportu- 


nities. 


It pictures The Journal 
advertising audience in 
terms of buying ability 
and buying responsi- 
bilities, product by 


product—over 40 clas- 


RE eRe 


sifications—from 


advertising to 


wire cable! 


Send for The Index 
today! 
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Saltwick Moves to Seattle | 

Sylvia Saltwick, formerly with 
the Pertland, Ore., office of Mac 
Wilkins, Cole & Weber, has been 
transferred to the agency's Seattle 
office to head the media depart- 


ment. 
Osborn Appoints Kiesewetter 
Kiesewetter Associates, New 


York, has been named by Osborn 
Co., Clifton, N. J., to handle its ad- 
vertising. 


SET TYPE 2-4 
AT YOUR OW 
ESE scat ect wnat 


Business men everywhere use FOTOTYPE ‘ 
to beat hugh type costs. A sure, quick 
way of preparing Copy for offset or any 
photograpinc reproduction Anyone 
can doa professional job (A stenog 
tapher set this entire ad). Send 
tor free catalog over 100styles 


1415 ROSCOE ST 


CHICAGO 13, iLL 


Modern Art Not 
Good on Posters, 
Psychologists Say 


WasuIncTon, Sept. 9—It may be 
good art, but modern art is not 
particularly effective in a poster, 
according to a study distributed 
last week at a meeting of the 
American Psychological Assn. 


Henry J. Older and Frank E 
Manning of Psychological Re- 
search Associates Inc. told how 


they tested the effectiveness of 18 


posters used in the Air Force's 
safety program. Pilots were asked 
which posters they remembered 
best. 


In their final recommendations 
to the Air Force, the two psycholo- 
gists said a poster should not be 
more than white space and 
should have people on it. 


25 % 
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UNUSUAL ‘SPREAD’—Cory Corp., Chicago, will use four quarter-page color ads on 
facing pages, as shown above, in the November McCall's Magazine. With this ar- 
rangement Cory feels that it not only gets a ‘spread effect” but also is able to give 
individual emphasis to each of four different products. The same layout will be 
used in the December McCall's. Dancer-Fitzgerald-Sample is the agency. 


gin around its edges, and the colors 


istic. For example, fire engines 


“The poster should have a mar- should be bright, vivid, and real- in a poster should not be green.” 


[a 


= 
REAL ESTATE FOR RENT 


== 


|\YORK 8? —4 rooms 
: 


meat \ 
Co.. 34734 ee Pe = 
buples uafuraich apartment, best resi- 
dential section. near Naval Base. no chil- 
” 6 dren ia) S879) 
y Sa 
Furnished Apts. and Flats 74A 
BALLENTINE PLACe — 3% 


apertmy 


hedreom 
ent oe io transportation and 
$45 monthly O14 Grand ave 
SCRESAPEAKE BEACH—Near Amphibious 
Heer apartments and housekeeping 
nite: weekly rentals. Dial 63-2122 
OLONTAL PLACE—S48 Carolina Ave: 
’ large rooms: private beth and en- 
Dial 34427 
PLACE—3 nicely fu 
private home for working 
Dial 32082. 


room in 
no pete 


SSS 
Apartments and Flats 74 
om steam heated apart. 
aple only. Cali J. C. Councill & 


—— 


REAL ESTATE FOR SALE 


2A investment Property 82A 


IMBALL TERRACE ——- Just completed 
new spacious t-family brick: 4 
beih cach. With Kitchens eyuipped 
per site Call M me 27708, Bihe 
ridge-Baylor-Hofheimer, Realtors 
HIGHWAY —200-feet located 
posed Naval Hospitai. 
0 per front foot A W Dey 
Dial 27081 


EAN VIEW—2 


new 3 bedroom homes 
investment Must 
Mist 45914 or 
apartments 
$800 per month 
Sit. Must see to agpre 
Let 100n150 feet. Contact 
Etheridge-Johneon 


Hear beach. Good 
gacrifice $15,900 
@u 1872 


EAN VIEW--Fou 
looking Bay 
Price » 


= 


SOUSH STREET—Stratesivaily 
modern brick building epiendid 
ment im sfction where valdes 
creasing. Myers Preston. Hill, In 
tors. ial S8T5 


MILITARY HIGHWAY 
a L 


nvest 


are if 
Real 


Near Portsmouth 
ith 470 


| poresimately 3 acres toot 

| frontage on highway 3 frame buildings 
errellent mmercial locator $°0.000 
Hines Realty Service. Drai 4 


REAL ESTATE FOR SALE 


84 Houses For Sale 


large landscaped and fenced lot 
Dent stairway to unfinished 
Bished, including 2 » TV. power 
mower, ete. Mr. Happel. J 
_* Co.. In Dial 2407 . 
CHELSEA ST.-—New mas Cal 
raoch 2 bedrooms tomatl 
pine paneled com ation cleamigg 
floors, tere losete ? 
down payment, delance 
has Pau own. Re 


4 Gnaususliy iarss fooms, plenty of 
oe, | large atic splead) 1 
75x50 rt Back fenced-in; lovely 

ad reese. Priced at 500 for quick 
Virginia Realty Co 

48: Gights &7371 oF 


CHESAPEAKE BLYD 


Attractive ‘-bed- 


tom bungalow with upstairs apartment 
Amished 


in Knotty pine 
Priced 


renting at $85 
at only $11,575 for 
Mr. Olinger. Purr 
Dial 27351: nights 34606 
‘(LD HEIGHTS—Excelient 2@- 
bedroom home: automatic oil 
heat. Disl 21864. 43900, 
561586. Kobt. F. Ripley, Reaher, 


COLEMAN PLACE—Vérg attractive five- 


hot-water 


| feom home on large corser jot: near 
in) -. ga qeeree. Can 


REAL ESTATE FOR SALE 


located® 


c 


CHAPIN” ST —Five-room semi-bangalow: 


Pesiiors. Dial 
4408 Ms 


naval and military 


i» 


Today with 621,400 people (exciusive of 


in Americas 


| MiracleMacket 


Norfolk - Portsmouth - Newport News 


You can sell MORE of almost everything that 
people eat, drink, wear and use in the dynamic 
Norfolk metropolitan market. During 1951 
new permanent residents moved into the Nor- 
folk area at the rate of 3,161 per month, push- 
ing the population up 6% over 1950. 


personnel) and with an 


effective buying income of $817,113,000, the 
Norfolk area is one of the fastest growing 


major markets in the 
U. S. Only dominant 
WTAR-AM and exclu- 
sive WTAR-TV can give 
you full penetration of 
this rich market. Use 
them and strike sales 
gold. Contact the Petry 
Company NOW for 


up-to-the-minute sales gain fig- 
ures that will amaze you. 


They reported unsatisfactory re- 
sults with modern art, which fre- 
quently leaves off margins (bleed- 
ing the pictures off the edges), 
which tends toward abstractions 
and not characters, and which fre- 
quently uses objects colored dif- 
ferently than they are in nature. 


s Another paper read at the meet- 
|ing warned that the mid-morning 
conference may not be an effective 
way of reaching decisions, unless 
| the participants in the conferences 
|are accustomed to reaching deci- 
|sions through group action. 
| The Institute of Psychological 
Research of Columbia Teacher’s 
| College told how a group of Air 
|Force officers were divided into 
| two sections. Members of one sec- 
tion were given a problem indi- 
vidually and asked to write a plan 
| of action; then they were asked to 
talk it over with others and pre- 
pare a group plan. The other sec- 
tion started as a group, and later 
|was asked to write individual 
| plans. 


le The conclusion was that “merely 

meeting in groups does not guar- 
antee a good decision. For short 
| time periods and with subjects 
| who are relatively naive in group 
lrelations and decision-making 
|techniques, individual decisions 
|about complex problems are su- 
|perior to group decisions.” 


Psychologists also received a 
study which held that “creative 
life” generally begins before forty. 
Dr. Harvey C. Lehman of Ohio 
University said his research indi- 
cated that “the best minds do 
their best work early, but maintain 
a rate of production somewhat be- 
low their best for many years.” 

He hedged, however, by point- 
ing out that philosophers, histori- 
ans and political leaders reach 
their prime much later. 

The same paper was given last 
week at a session of the Geronto- 
logical Society, which has been 
meeting here to review the prog- 
ress that has been made in study- 


ing the problems of the aging 
population. 
se At this second meeting, Dr. 


Lehman emphasized that there are 
several fields where the older 
people do better than the younger. 

“The best you can possibly ac- 
complish if you are now past 40,” 
the Gerontological Society said, 
“is: Become an industrialist or 
commercial leader with an annual 
income of $50,000 to $1,000,000 (at 
an average age of 60 to 89); be- 
come president of an American 
college or university (at an aver- 
age age of 50 to 54); President of 
the United States (55 to 59); an 
ambassador (60-64); senator (60- 
64); Chief of Staff of the Army 
(60-64); Justice of the Supreme 
Court (70-74).” 

Dr. Lehman also mentioned 
architects and artists who reach 
their prime at 40 to 44; writers, 
social philosophers (40-45), scien- 
tists (39-44), and musicians (40- 
44). 


‘Water Works’ Raises Rates 

Southwest Water Works Journal, 
Temple, Tex., will raise its rates 
Oct. 1 from $75 per one-time in- 
sertion to $86.50 per insertion. For 
12 or more pages, the rate will be 
$69 as compared with the present 
rate of $60. 


Olsen Publishing Names Bott 

Olsen Publishing Co., Milwau- 
kee, has appointed Edward J. 
Bott, formerly associate editor of 
“Snap-On News” of Snap-On 
Tools Corp., Kenosha, Wis., to 
head its new house organ editing 
department. 


DuMont Signs Affiliate 

WNOW-TV, York, Pa., which 
is due on the air within a few 
months, has signed an affiliation 
agreement with the DuMont Tele- 
vision Network. 


; ate no mechanical short-cuts to 


fine photoengraving. The quality of reproduction 


for national advertising depends upon making 


individual sets of plates . . . the hard way 


and the right way 


. . . to meet the printing 


requirements of cach national publication. 


Among our prized 


of appreciation from 


testimonials are letters 


men who print some 


of America’s leading magazines. 
oD 


AM-FM: 9 TV: ALL 
NBC Affiliate | NETWORKS 


COLLINS, MILLER & HUTCHINGS, INC. 
207 NORTH MICHIGAN AVENUE + CHICAGO |! 
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>| MacManus, John Adds Three 


vertising manager of Stran-Steel 
division of Great Lakes Steel Corp., 
Detroit, has been added to the 
staff of MacManus, John & Adams, 
Detroit. The agency has also an- 
nounced the addition of Warren C. 
Fronrath, sales promotion manager 
of the J. B. Ford division of Wyan- 
dotte Chemical Corp., Wyandotte, 
Mich., and Robert L. Garrison, for- 
merly a copywriter with Ross Roy 


Brother & Co., Detroit, to its staff. 


Inc., Kenyon & Eckhardt, and D. P. | 


‘Quick’ Starts New Drive 


weekly newspaper campaign in 
five cities. The Chicago Daily 
News, Cleveland Plain Dealer, 
|New York Herald Tribune, Minne- 
apolis Star and Tribune and the 
Philadelphia Inquirer are running 
1,000-line ads highlighting the use- 
fulness of the magazine. Placed 


| 


| 
J. W. Bloodhart, formerly ad-| Quick has begun a large-space 


through McCann-Erickson, New| 
|York, ads will run on business| 


|pages where possible. The slogan 
is: “Quick puts the world in your 
| hand.” 


. Drug & Costrittic 


NDUSTRY 


Covers an industry that is 
making its own brilliant 


CATALOG-TYPE—This two-color catalog-type 
ad tor the Wadsworth division of Elgin 
National Watch Co. will run in the Oct. 17 
issue of Life. Other full-page ads are 
scheduled in Life during the pre-Christmas 
season. Young & Rubicam is the ogency. 


Guide-Post Finds 
3 Survey Methods 
Have Equal Value 


PittsspurGH, Sept. 9—A Guide- 
Post Research telephone survey of 
1,000 Pittsburgh district homes in- 
dicated 71% of Pittsburgh area 
passenger cars are equipped with 
auto radios. 

A second survey, covering 500 
passenger cars at bottleneck traf- 
fic points, found that 70% had auto 
radios, of which 3% were broken. 
A third study, covering a con- 
tinuous consumer panel of 1,800 
families, found 66% of the cars 
equipped with auto radios and 6% 
of these were not in working con- 
dition. This latter study included 
non-telephone homes with many 
older and less frequently used 
cars. 


® Made to determine whether con- 
sistent findings could be obtained 
by the telephone, the personal in- 
terview and the recall methods, the 
survey indicated a variation of 
only 5% in radio car ownership. 
This is said to show that any of 
the three methods is sufficiently 
accurate to analyze ownership and 
usage of car radios. 

Of lone drivers, in radio- 
equipped cars, the survey indi- 
cated, 49% had the radio turned 
on at the bottleneck. 


Fire Underwriters Board 
Starting Magazine Drive 


The National Board of Fire Un-| 
derwriters is starting a magazine! 
drive, through J. M. Mathes Inc.,| 
New York, featuring the contribu- 
tions that capital stock fire insur- 
ance companies and their agents) 
and brokers make to the national | 
welfare. 

Ads are scheduled for American} 
Press, Better Homes & Gardens,| 
Collier’s, Editor & Publisher, Farm| 
Journal, Look, National Publisher,| 
Pathfinder, Publisher’s Auziliary, | 
The Saturday Evening Post and! 
This Week Magazine. | 


Crowell-Collier Names Two 

Edgar B. Van Winkle, formerly | 
a member of the sales staff, has) 
been named director of sales de-| 
velopment for Woman’s Home) 
Companion. Robert A. Lukas, for- 
merly with the Merchants’ Trade 
Journal, has joined Collier’s as a 
sales representative. 


The Rotarian magazine 

reaches key executives in 
69% of the manufacturing | 
concerns employing 1000 
or more persons. It reaches 
key executives in 20% of all 
manufacturing concerns 

in the U. S. 


ee future 
Food-O-Mat Promotes Greville | Skipper Opens N. Y. Office by ; 


William L. Greville, formerly; Skipper Publishing Co., Annapo- 
sales manager of Food-O-Mat|lis, publisher of the Chesapeake 


Corp., New York, a wholly owned | Skipper, has opened a branch of- 
subsidiary of Grand Union Co.,|fice at 595 Madison Ave., New 
has been promoted to v.p. of the | York. Alfred Sedgwick is business 
company. 


manager. 


through research 


To sell 
Coffee 
to inland 

Californians 


(and western Nevadans) 


wae A = 


4 " y © § 
s = a ree 


Coffee or candy bars, the way to sell in inland California and 
western Nevada is. . .on the BEELINE! It’s the five-station radio 
combination that gives you 


THE MOST LISTENERS More audience than the eleven other lead- 
ing local stations needed to cover inland California and western 
Nevada. (BMB State Area Report) 
LOWEST COST PER THOUSAND More audience plus favorable 
Beeline combination rates naturally means lowest cost per thousand 
listeners. (BMB and Standard Rate & Data) 


Ask Raymer for the full story on this three-billion-dollar market— 
inland California and western Nevada. 


McClatchy Broadcasting Company 


Sacramento, California Paul H. Raymer, Notional Representative 
Affiliated with Inland California's 3 Leading Papers 
THE SACRAMENTO BEE @ THE MODESTO BEE © THE FRESNO BEE 


KFBK KOH KERN KWG KMJ 
Socramento (ABC) Reno (NBC) Bakersfield C&S Stockton (ABC) Fresno (NBC) 
50,000 watts 1530 ke. 5000 watts, doy; 1000 1000 watts 14/0 ke 250 watts 1230 ke. 5000 watts 580 ke. 


watts, night 630 ke. 
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Books of Ready- 
art 
if you'll take 
monthly art 
Saves time and money 
Merely clip 


Pour complete Clip 
To-Use Art—hundreds of different 
proofs—absolutely FREE 
a 10-day look at our new 
service 
layout and cop: 
paste up for offset or line cuts The $10 
kit of spot art given FREE as an intro- 
ductory gift-—request yours on company 
letterhead We'll include the current 
issue of our new art service (only $4.95 
@ month) on 10-day approval. No obii- 
gation. Write today 


HARRY VOLK JR. ART STUDIO 


600 Central Building, Ationtic City, M. J. 
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Jewelry Academy Plans Ad 

The Jewelry Academy, New 
York, formed to stimulate creative 
design in the jewelry fashion field, 
will run a page ad in a December 
issue of Life giving the names of 
more than 100 academy members 
representing stores in 166 cities. 
The ad will offer a 1953 calendar 
plate free to customers. Rowe- 
Doherty Associates, New York, is 
the agency. 


‘Tan’ Changes Format 

Tan Confessions, Chicago, for- 
merly an adventure and true ro- 
mance publication, has changed to 
Tan, a service magazine for Negro 
women. It will be the first in the 
Negro field to give women home 
improvement information, fiction 
and general articles. There is no 
change in rates or circulation 
guarantee. 


Drexel Furniture, 
Firestone Plastics 
Running Joint Ads 


Drexk., N. C., Sept. 10—For per- 
haps the first time, an upholstery 
manufacturer and a furniture man- 
ufacturer will join forces to intro- 
duce their products in joint adver- 
tising. 

Firestone Plastics Co., Pottstown, 
Pa., and Drexel Furniture Co. here 
are joining in a Saturday Evening 
Post ad on Sept. 20 to promote the 
Firestone Velon woven synthetic 


upholstery fabric and a new Drexel | 
pattern on Perspective loafer chair. | 


Firestone is taking a half page 
in color, while adjacent to it in a 
one-column ad Drexel will list all 


HOW CAN YOU SQUEEZE 


.. OR 15 MINUTES? 


18 YEARS INTO 30 MINUTES? 


.. OR EVEN 5 MINUTES ? 


: It’s easy! When you buy time on a Westinghouse station, you enlist the 
Fi equivalent of 118 years’ program-building experience to win listeners for a 
period of 30 minutes, 15 minutes, 5 minutes, or even less. You get the 


combined experience of 32 years at KDKA, 31 at KYW, 31 at WBZ, 16 at 


WOWO, 8 at KEX. 


All these years of experience bring an intimate knowledge of six major 
markets, as local advertisers testify. But equally important is the interchange 
of know-how among our program departments, aided and encouraged by 
our headquarters office in Washington. 


‘Techniques developed in Philadelphia are adapted for the benefit of 


advertisers in Boston. 


Sponsors in Portland, Oreg., get the advantage of skills perfected in Fort 


Wayne. 


Customers in Pittsburgh see sales curves rise because of programming 
devices originated in Boston. These things happen every month, every week, 


every day. 


Whatever you want to sell.. food products, cosmetics, furniture, banking 
or any other type of product or service. . consider the increasing effectiveness 
of spot radio, and the special advantages of Westinghouse radio. Make us 
prove it; ask now for sales-pulling program suggestions in any one of the six 
great markets we cover. 


WESTINGHOUSE 


RADIO STATIONS Inc 


KDKA - KYW + KEX - WBZ - WBZA - WOWO - WBZ-TV 


National Representatives, Free & Peters, except for WBZ-TV; for WBZ-TV, 


NBC Spot Sales 
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Firestone Lon) 


= how _—— = Be 


| dealers who carry Perspective cov- 
| ered with woven Velon. 


|# Drexel dealers also will be sup- 
plied with complete materials for 
merchandising the program. Drex- 
| el’s agency, John Falkner Arndt & 
| Co., Philadelphia, which is hand- 
|ling the promotion, has prepared 
for Drexel a full kit of merchandis- 
ing helps. Included are facts for 
|copywriters, details on the furni- 
|ture and Velon, sample tags, sash 
displays, glossy photos of the chair, 
reproduction proofs, suggested 
| newspaper ads and wallet calendar 


cards. 
This campaign has been timed 
regular Perspective advertising 
schedule. The SEP ad will be fol- 
lowed closely by a Perspective 
spread in Farm Journal and an- 
other spread in the September is- 
sue of McCall's. 

Grey Advertising Agency, New 
York, is agency for Firestone Plas- 
' tics, a subsidiary of Firestone Tire 
| & Rubber Co. 


Iowa Dailies Hold Clinic 

More than 300 persons registered 
for the annual advertising, cir- 
culation and news clinic of lowa 
| Daily Press Assn. in Des Moines 
| Sept. 6 and 7. Publishers of the 39 
|member dailies reelected L. O. 
| Brewer, Newton News, president, 
| and Joseph H. Hladky, Cedar Rap- 
ids Gazette, v.p. 


Adds Mail Order Account 

Treasure Mart, Hillside, N. J., 
|mail order house, has appointed 
|Fradkin Advertising, New York, as 
its agency. 


to take full advantage of Drexel’s| 


Cigar-Size TV Tube 
Developed by RCA 


for Closed Circuits 


Harrison, N. J., Sept. 10—More 
widespread use of closed-circuit 
television by industry, business and 
science is now possible. RCA Vic- 
tor’s tube department here has de- 
veloped its first commercial ver- 
sion of the Vidicon industrial TV 
camera tube, used on a limited 
scale for two years. 

The new small electronic “see- 
ing eye” makes possible compact, 
simple, lower-cost television cam- 
era equipment for non-broadcast 
use. 

L. S. Thees, general sales mana- 
ger of the tube department, said 
the commercial development of the 
Vidicon helps bear out predictions 


_ that television will be used widely 


in other than just entertainment 
fields. 

“There is every reason to believe 
that closed-circuit television will 
be extensively used, eventually, in 
industry, science, education and 
other vital non-entertainment 
fields,” he said. 

The Vidicon tube is similar in 
length and shape to a cigar, but 
larger in diameter. It is one-tenth 
the size of a standard broadcast 
television camera tube. With this 
tube, a television camera approxi- 
mating the size of a 16mm home 
movie camera can be used. 

Because of its size it can be 
located virtually anywhere for 
close-up or wide-range televising. 
Planned for availability this fall 
is a series of RCA components de- 
signed especially for use with the 
new Vidicon tube. 


Cary Shifted to Seattle 

Vernon Cary, v.p. of Pacific Na- 
tional Advertising Agency and 
manager of the agency’s Spokane 
office for three years, has been 
shifted to Seattle headquarters. He 
will fill a newly created position 
integrating the services of the Spo- 
kane, Seattle and Portland offices. 

Hal Bacon is active manager of 
the Spokane office, succeeding 
Cary. He was formerly advertis- 
ing director for Spokane and Mon- 
tana units of Allied Stores group. 


Tracy Promoted by ‘Item’ _ 

William R. Tracy, formerly as- 
sistant circulation manager of the 
New Orleans Item, has been pro- 
moted to circulation manager, 
taking the place of Morris J. Schiff- 
man, who has joined Hearst News- 
papers. 
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W: do only one thing 


but that one thing we 
do superlatively well. | 
We make engravings... 
color and black-and- 


pba ag 


2S By ow A 
fF Mac CRY 


piace 


Chicago 
Delaware 17-5142 


- ca oY ' ee ee si ey Tabane ~ ee 
Mite bo a : (ee ae r ay ee etn. Aaah to ows et signi: ae re ee ae ee 
ae by s eee eer 2 a es oy mS iA 4 e i a: aoe ie Se ate cs 5 Fee Me Ze ; a. fis Saas oe pe ere “9 DSR eS eae 4 Bee: é fae ate oe: = 
TE abet, oe a SS SR ace a e% ; Pe ns eee ea ee. A |e he 
+ ed = = i . oo hal : 
aN 42 ee ; 
ae 
4. ~ 1 hoes furniture voung x» #: 
a th = om ee 
as ES, . > % eee 
é | = + F Rar 
me 310 KIT OF Wa) Sg ae 4 
a STOCK ART Be! Pht | 
1 7 —~ | A od 
pale es | Sz: ae 
fecna” | SS} 3: me 
R ae | 4373 L' Hy 
Teg ‘ z 
Tae | A Bae 
-. | V pts ‘Eases 
= he wr ; ini 
ae | ce 
ee i | a ‘a 
bre - 1 ee eee eee n nner eee re OSS k SS. AE Se ‘ Rigen. 3 
yk es 8 =—6le 
he he 
a a 
Sy e 
FE? or 
Pi, ; me 
eh eee 
z mS yj ' | + 4 
1 or ry | ee 
a a i ee 
ae ERERO RAE RRR ER SESS See Re Ey ee 
Sr peisissiisissssssisiassssssscnansssesteensssssssecstassssstacet ae 
te { (eeeeeeeeeeeeeceeeeeeeeecenane . 
ag BS Bee 
oe oe | i is 
i y THEM Stee sete” ' 2 ae 
7 4 Bitinsthiitnstrttt ah ‘ =a 
va 1 *SORSEIEEesesesasasaceasesesesesese ; i 
Kt ae “URES esseesetstsesssee Re aaa 
Fon. “MII xs ae 
"9 be SEaedesssesessesssee* q Bek 
x : ; aoe ee Po Pa 
a Preece ' ee 
ae PReseeceeeeeeteCeeeeeeeCSsSeeTE an 
I SCHERRER ie 
i BRseeeeeeeeereeceeeeeeeeceam ae 
ay gi cee ELE SEES attic : a 
4 BS HERRERA HHH E SEE a eeu et Phy 
oe Brittitiiistitiititiitiititmsttiitt: Pee 
tel piriiiiiiisiiistiistisistansscissensseussstessstnsssnesseesseease \ : 
a .s 
7 t ' 7 
pee 4 if oie 
i Pe 4 if ad 
Ss ) i te 
‘i 3% . f ‘: : 
St a = pS’ 
Ys pa a“ 
Oe | aaa ¥ b Be 
a = wie no 
Ct xe > Yl We 
* ee L- we 
ae | x ' iz 
ys ie 
ais | a 
sid 7} ‘ il 
6 b : a i 259 
SAT i P pease be 
ne 2 _ } ee 
ba e £ 
ee. 3 oe 
me a P ; 2 
ee OF samen ™M. Gi th Be ee 
at = Thomas I ° cu 4 ae 
5 ee =\ : ‘ates ee: ee 
re —\ and Associates — ul ie 
Pe ee aa aan DAY and NIGHT SERVIC ae 
Tae = i en 
ve . 160 & r - 7 Penge 
§ a - ire . q 93 
Me | ce 
re, (ttm: 
RNS ho 5 ee 2 eee . a ee ee ee = 


GOING PLACES 


Your advertisement in national magazines acquires 
a completely desirable atmosphere. Exciting, per- 
fect color reproductions, effective layout, the best in 
art and outstanding editorial content all tend to lift 
up your message and take it right along into the 
minds of readers. All these characteristics of national 


magazines have brought about a tremendous rise in 
circulations . . . in 1941 magazine circulation per 
hundred persons was 79.5—in 1951 it was 98.2 per 
hundred persons. No other media can dress up your 
sales messages and take them to the countless places 
reached by national magazines. 


MAGAZINES 


Dearing:-Zouscille 


1 DEARING PRINTING SS ine LOUISVILLE y 


4 O'VISION OF ae PUBLICATIONS INC 


_— OF U. S. POPULATION AND 
AVERAGE MAGAZINE CIRCULATION PER ISSUE 
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Magazines 
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THE VALUE OF COLOR 


As the brilliant coat of the hunter makes him distinguish- 
able from the surrounding scene...so color advertising in 
national magazines attracts the eyes of the work-a-day 
world to your product story. Color sets your advertising 
message apart from the commonplace... makes visualiza- 
tion of your product easier. The selling power of color 
is undeniable. In the past decade the use of four color 
pages in national magazines has almost doubled... and 
color printing of magazines is the envy of all other media. 


Dearin?:Zowscille 


Cc. T. DEARiING PRINTING —¢ CO., INC., LOUISVILLE, KY. 


A DIVISION OF al PUBLICATIONS, INC. 
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...and fortunate to be there...one of the country’s 
largest producers of magazines ... Dearing of 
Louisville...in the heart of the nation’s commercial 
activity . .. junction of many of our most active rail, 
air, land, and water transportation lanes...almost 
on top of the nation's center of population. To pub- 
lishers of magazines produced by Dearing this 
means faster service to the north, south, east or west. 
Central location means tremendous savings in ship- 
ping costs ...fruly a preferred position. 


_ MAGAZINES © 


A MONTH Dearin O- TL OUSVIME 


DEARING PRINTING CO., INC., LOUISVILLE, KY. 


A DIVISION OF FAWCETT PUBLICATIONS, INC. 
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Ferris Appoints Mahoney New Office for Agency ‘Sanford Herald’ Goes Daily The Herald was established as a 

Ferris Business Equipment,New Needham & Grohmann Inc. has __ The Herald, Sanford, N. C., has weekly in 1920 and became a semi- 
York producer of filing cases and Moved to 30 Rockefeller Plaza, changed over from a semi-weekly weekly in 1930. W. E. Horner is 
other office equipment, has named New York. fo a daily afternoon newspaper. publisher. 


David J. Mahoney Inc. to handle 
its advertising and sales promo- 
tion. 


effective selling 


Arthur Meyerhoff agency 
states: “Experience has proven 
that car cards provide one of 
the most effective ways of 
selling Brach’s candies, That's 
why Brach uses them year 
after year.” 


Canada Dry Signs Games 

Canada Dry Ginger Ale Inc., via 
J. M. Mathes Inc., has signed to 
sponsor all nine radio broadcasts 
of University of Pennsylvania foot- 
ball games this fall over WFIL, 
Philadelphia. 


Murray & Malone Co. 
712 Ontario Avenue West 
Minneapolis 2, Minn. 


Walker Gets New Account 

Flour City Brush Co., Minneap- 
olis, has appointed Harold C. 
Walker Advertising of that city. 
Business papers and direct mail 


YOU Get The 


DISPLAYS AND MERCHANDISES—This three- 
color corrugated paper box for Life sup- 
ports a weight of 270 pounds. The upper | 
half contains Life-advertised products pel 
is slotted to permit insertion of mounted | 
reprints of ads. National Container Corp. 
produced the box, now being distributed | 
to key drug and food stores throughout 
the notion. 


| 
Anvil Gives Book | 
of Selling Advice | 


to Retail Stores | 


Hicu Pornt, N. C., Sept. 10—An- | 
vil Brand Inc., manufacturer of| ® 
work and play clothes, has pub- 
lished a 40-page book, “Sell with | 
Success,” which is designed to in-| 
crease retail selling efficiency in| 
the 9,000 stores it serves. | 

Casebound editions have been 
printed for store management and 
editions in heavy cover stock will 
be distributed to the selling staffs 
in the stores. The author is Noble 
T. Praigg of Noble T. Praigg, Ad- 
vertising—Anvil’s agency. 


@ The book is an outline of the 
principles and techniques which 
are supposed to make for good 
salesmanship. These are summed 
up in the following test which the 
author asks salesmen to give them- 
selves: 
My 

Value’ Rating 
1. Personal neatness and 
cleanliness 
2. Friendly, cheerful 
Mi manner 6 
3. Courtesy to customers 
and associates 
4. Alertness to greet cus- 


tomers 6 
5. True interest in cus- 
tomer’s needs 8 
6. Knowledge of mer- 
chandise 10 
7. Ability to display mer- 
chandise well .. . 7 
8. Ability to “step up” 

sale 8 


9. Honesty in genuinely sat- 
isfving customer 1 
10. Enthusiasm for selling 9 

11. Determination to im- 


prove 9 

12. Loyalty to employer and 
store 12 
Score . 100 


Camera, Trade Drive Set 
for Japanese Camera, Lens 
Balfour, Guthrie & Co. Ltd., 
New York, is spending about 
$35,000 this fall to introduce the! 
Canon IV, a 35mm _ Japanese | 
camera which sells for $295 and} 
comes equipped with a Serenar | 
lens. Beginning in October, two-| 
color pages and smaller space will | 
run monthly in Modern Photog-| 
raphy, Photography, The Camera} 
and U. S. Camera. Spreads are} 


~ ® 
scheduled for November in Photo | 
Dealer and Photo Trade News.) A 
A separate campaign, this one} 


for Serenar lenses, will break in| 
January in the same publications. 
General consumer magazines may 


Latest Hoopers show it again (or look at any for the past 5 years). KRNT (CBS Radio) delivers the BIG audience 


a — See ‘a day and night in Des Moines. Morning—KRNT, 42.9% (that’s 101.4% greater than No. 2 station). After- 
a a ee ee noon—KRNT, 45.5% (that's 96.9% greater than No. 2 station). Evening — KRNT, 33.8% (that's 39.7% 
sti iciiaclaniian greater than No. 2 station). Proof again—KRNT is the BIG-time buy. You're right when you buy that very 

Fio Ball Pen Corp., San Gabriel, highly Hooperated, sales results premeditated, CBS affiliated, station in Des Moines. Katz represents the 


Cal., has named the Los Angeles 
office of Batten, Barton, Durstine 
& Osborn to handle its advertis- 


Register and Tribune station. 
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Advertisers Wrong in Not Making Special 
Appeals to Negroes, Prof. Johnson Writes 


New York, Sept. 10—Advertisers 
are warned that they are missing 
a good bet by not making a special 
appeal to the Negro market, in a 
new book published by Pageant 
Press 


Written by Prof. Joseph T 
Johnson, “The Potential Negro 


Market” ($4.50) gives insight into 
Negro buying and reading habits 
apart some of the 
business man’s common assump- 
tions about this market. Prof 
Johnson is acting head of the de- 
partment of economics and busi- 
ness administration at Lincoln | 
University in Missourt. 

One of the most interesting ae) 


and also takes 


ters in the book is Prof. Johnson's 
survey of 11 cosmetic manufac- 
turers. The author asked the sales 
promotion managers of these com-| 
panies (which are not identified) | 
a series of questions relating to 
their views on advertising and the 
Negro market. The results are | 
striking. Not one of the companies 
felt there is any need for adver- 
tising specifically directed toward 
Negro women. None of the com- 
panies uses ads in Negro publica- 
tions and none uses Negro models 
in its ad copy 


o e author quotes one sales 
otion manager as saying: 
n't make anything they [Negroes] 


do 
Cam Mise. They xo in for the colored cos- 
maiies. There is a colored woman up in 
Hafem, | don't know her name, who 
males them for « »jlored people. You see 
colaged people who use our products 
walling down the street and they look 
like Shey fell in a flour barrel 


After this report, Prof. Johnson 
summarizes the sales operations of 
e cosmetic firms which spe- 
a in the Negro market, show- 
ing@hat they have achieved a con- 
sid@table volume and generally 
without a large amount of adver- 
tiie. He also cites market studies 
witeh bring out these facets of the 
Negro market for cosmetics: 

Tpit is a large market. 

It is a market which “tends 
to be exceptionally brand-con- 
scions.” 

32 Many Negro women feel that 
the) specialized companies have 
pro@ucts which are inferior to the 
ones made by the nationally known 
magulacturers 


a Pri Johnson explains that he 
picked cosmetics to test the Negro 
market potential because they fall 
into that class of products which 
are not essential fo life, but which 
are bought they “flatter 
the ego of the user either by in- 
creasing his social prestige, im- 
proving his personal appearance, 
and/or improving the appearance 
or operation of some property in 


because 


SELL BETTER! 


53-59 E. illinois St., Chicago 11, Illinois 
Phone: WHitehall 4-2930 


the possession of the user.” In ad- 
dition, they are products which 
have wide distribution. 

Throughout the book the author 
stresses the importance of using 
Negro media if this market is to 
be tapped. He points out that “a 
large percentage of the Negro mar- 
ket is easily reached because the 
majority of Negroes are concen- 


trated in urban areas. Because of 
now unwritten restrictive agree- 
ments among and between prop- 
erty owners, Negroes are limited 
to certain areas for residerice in 
urban areas, thus causing them to 
|become ‘ghettorized.’ The Negro 
jmarket can be reached through 
those media which furnish to the 
Negro infermation about what 
members of his group are doing 
socially and politically.” 

A final chapter cites the sales 
| Successes of the Pepsi-Cola Co., 
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Philip Morris & Co. and other firms 
which have attempted cultivation 
of the Negro market. 


TELLS HISTORY OF FAIR 
Cuicaco, Sept. 10—Story of the 
organization, operation and ad- 
ministration of A Century of 
Progress, held in Chicago in 1933 
and 1934, is contained in a new 
book by Lenox R. Lohr, who was 
general manager of the exposition. 
Mr. Lohr gives some valuable hints 
to those who may be planning 


large-scale fairs in the future. 
Cuneo Press is the publisher. 


CBS-TV Buys Nielsen Service 

CBS Television Network has 
subscribed to Nielsen coverage 
service, thereby becoming the first 
TV network to avail itself of the 
nationwide survey. 


Appoints Honolulu Agency 

Remington Rand Ine. has ap- 
pointed Woodrum, Carney & Staff, 
Honolulu agency, to handle a spe- 
cial campaign in Hawaii. 
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‘U.S. Chamber Names 24 to Ad Committee 


better public understanding of ad- 
vertising and, at the same time, 
working for improvement of ad- 
vertising standards. 

The new committee members 
are as follows: 

J. S. Bartletty, commercial manager, 
Potomac Electric Power Co., Washington; 
Frederick Bowes Jr., director of public 
relations and advertising, Pitney-Bowes 
Inc., Stamford, Conn.; James T. Chirurg, 
president, James Thomas Chirurg Co., 
Boston; Roger W. Clipp, general manager, 
WFIL, Philadelphia; Reginald T. Clough, 


Westmont Appoints Agency 

Westmont College, Santa Bar- 
bara, Cal., has named Wyckoff, 
Downward & Strauss, San Fran- 
cisco, to handle advertising and 
public relations for an expansion 
and fund raising drive. 


WASHINGTON, Sept. 9—Appoint- 
ment of 24 prominent business 
leaders as members of its com- 
mittee on advertising for 1952-53 
has been announced by the Cham- 
ber of Commerce of the United 
States. George E. Whitwell, v.p. 
of the Philadelphia Electric Co., 
is to continue as chairman. 

The committee, it was pointed 
out, will continue to direct its ef- 
forts toward helping to create a 


Starts Own Agency 

Howard P. Goodman, who re- 
cently resigned as copy and pro- 
duction director of Rand Ad- 
vertising, has opened the Preston- 
Merril Advertising Agency at 118 
W. 57th St., New York. 


.. aname loremenber 


The year was 1892. The place was New York City. The execu- 
tives of the recently organized telephone company watched 
anxiously as Dr. Alexander Graham Bell closed the circuit that 
connected him with Chicago. The words he spoke that eventful 
day traveled 800 miles over a thin wire to be heard for the 
first time at such a distance. The event, coming only 16 years 
after Bell's first successful experiments in voice transmission, 
is a tribute to the genius and courage of a man whose 
unwavering belief in a principle revolutionized communica- 


tions and speeded progress throughout the civilized world. 


To the discoveries of Bell we owe not only the telephone but 
radio as we hear it today. Started commercially in 1920, radio 
was dedicated to broadcasting in the public interest . . . a 
principle that the STORER BROADCASTING COMPANY has staunchly 
guarded throughout a quarter century of service. Popular 
programming, guided by this public trust, has gained faithful 
listeners for STORER STATIONS in the seven rich markets they 
serve. Those are the stations where wise buyers hear what 


wise sellers have to say. 


WGBS, Miami, Fic. «© 
WIBK-TV, Detroit, Mich. 


WJBK, Detroit, Mich. 


WSAI, Cincinnati, O. 


WAGA-TV, Atlanta, Ga. 


NATIONAL SALES HEADQUARTERS 
« 


488 Madison Ave., New York 22, Eldorado 5-2455 


editor, Tide, New York; Ben R. Donald- 
son, director, advertising and sales pro- 
motion, Ford Motor Co., Dearborn, Mich. 

Also: Harold E. Fellows, president, Na- 
tional Assn. of Radio & Television Broad- 
casters, Washington; Mrs. Martha Frank- 
lin, president, Monkey Cleaners Inc., 
Kansas City, Mo.; Frank Frazier, execu- 
tive director, Direct Mail Advertising 
Assn., New York; Ernest R. Laws, ad- 
vertising manager, Philadelphia Electric 
Co., Philadelphia; Marvin C. Lunde, na- 
tional retail sales promotion and adver- 
tising manager, Sears, Roebuck Co., Chi- 
cago; Robert T. Mason, president, Station 
WMRN, Marion, O. 

Also: George S. McMillan, v.p., Bristol- 
Myers products division, Bristol-Myers 


STORER BROADCASTING COMPANY 


WSPD, Toledo, O. ¢« WWVA, Wheeling, W. Vo. «© WMMN, Fairmont, W. Vc. ¢ WAGA, Atlanta, Go. 
WSPD-TV, Toledo, O. 
KEYL-TV, San Antonio, Tex. 


230 N. Michigan Ave. Chicago 1, FRanklin 2-6498 


| 
| 
| 
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Co., New York; Arthur Motley, president, 


Parade Publications Inc., New York; 
Lioyd E. Partain, farm market director, 
Curtis Publishing Co., Philadelphia; Ken- 
neth G. Patrick, General Electric Co., 
New York; Everett Smith, research di- 
rector, Macfadden Publications Inc., New 
York; Philip M. Talbott, senior v-.p., 


Woodward & Lothrop, Washington; Leon- 
ard W. Trester, director of public policy, 
General Outdoor Advertising Co., Wash- 
ington; C. W. Van Beynum, manager, 
public information and advertising de- 
partment, The Travelers, Hartford; Wil- 
bur VanSant, president, VanSant, Dug- 
dale & Co. Baltimore; Frederick L 
Wertz, president, Window Advertising 
Inc., New York, and John Pattison Will- 


.| iams, executive v.p., Station WING, Day- 
| ton, O. 


Charles W. Harbaugh is secretary of the 
committee on advertising. 


Wurlitzer Names Bear S.M. 

Robert H. Bear has been named 
sales manager of the phonograph 
division, Rudolph Wurlitzer Co., 
North Tonawanda, N. Y., succeed- 
ing E. R. Wurgler, resigned. 


| James Farrow Joins Stromberg 


James W. Farrow has been ap- 
pointed merchandise manager of 
the sound equipment division of 
Stromberg Carlson Co., Rochester, 
N. Y. 


ies) 


BY SAMPLIN 


Those samples you receive at 
the soaps and food and drug 


your family to try—some se 
mail, others left at your door, 
handed in to your wife or mai 


plants! For we handle SAMP 
for practically every large m 
facturer you can think of. 


Sampling builds sales. There 
stronger recommendation for a 
uct than the miniature package (and 
descriptive literature) which is given 
you to “try before you buy”’. 


A D of A distributes samples faster 
and more economically because our 
co-operative network covers the en- 
tire U. S. and Canada. 


If your product lends itself to 
SAMPLING be sure to phone 
our nearest office: 


ADVERTISING 
DISTRIBUTORS OF 
AMERICA, INC. 


NEW YORK 17 
MUrray Hill 8.6500 
CHICAGO 5 
624 S. Michigan Ave. 
DETROIT 26 
834 Bagley Ave. WOodward 2-1174 
PHILADELPHIA 47 
N.E. Cor.—Broad 
& Washington Ave. 
PITTSBURGH 22 
243 First Ave. GRant 1-1100 
SAN FRANCISCO 3 
809 Mission St. GArfield 1.1066 
LOS ANGELES 15 
1227 S. Olive St. PRosect 3064 
CANADA: TORONTO, ONT. 
1158-64 Dundas St., W. Lakeside 2017 


400 Madison Ave. 


HArrison 7-0678 


HOward 8-9610 
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REVIEW 
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RINGS THE BELL—NuTone Inc., Cincinnati, 
says this pretty model is living proof that 
NuTone’s fall and Christmas merchandising 
kit offers “complete coverage” to dealers 
selling its chimes. Rand-Ries Advertising . 

hendive the advertising. BITE-SIZE SAMPLES—This tuna boat display for Van Camp Sea Food’s Chicken of 
the Sea bite-size tuna, with Miss Helen Amundsen “sampling the customers,” sold 
40 cases (1,920 cans) of tuna in seven hours at the Lincoln Village Sure Save store 
necr Chicago. 


UNITED'S NEW DISPLAY--This 4’-high and 3’-wide display will be used by United 
Alf Lines to promote its new excursion fare from California to Hawaii which be- 
Gomes effective Oct. 1. United is also using 25x40” lithographed travel posters. 


ep Wie. read She New Pork Times 


FOR COMMUTERS—Four-color car cards like this one appear in New York, northern 

New Jersey, Long island and Connecticut commuter trains. Cards will stay up until 

election. The campaign started last February using: “If you vaive freedom. . .protect 

t...keep informed. ..read the New York Times” and “Democrocy depends on your 
keeping informed,” etc. . . 


BIG RED W—Weber Waukesha Brewing Co., 
Waukesha, Wis., now features a big “W" 
in red on its beer bottles and cans for 
better brand identification than the old 
labels (right). Boker, Johnson & Dickinson, 
Milwaukee, handles the account. 


DUAL ELATION—While Sidney Garfield, president of Sidney Garfield & Associates, 
San Francisco, signs a contract covering sponsorship by Chemicals Inc., Oakland, of 
Bob Garred and Chet Huntley five times weekly over ABC western stations, the two 


newscasters congratulate each other. At left is Fran Conrad, director of radio for ABC's KICKOFF OF RADIO SERIES—These six men were on hand for farm magazine, briefs the panel and moderator Louis Bromfield 
western division. Vano cleaner and Vano liquid starch are the products that will be the first of Successful Farming’s fall radio series (in cooperation (right). Panel members are (from left) Lee Towson, New Jersey 
advertised. with Mutual Broadcasting System) to present the farmer's prob- farmer; Clifford Hope, Kansas congressman; Secretary of Agri- 


lems to city viewers. Jim Roe (left), managing editor of the culture Charles F. Brannan, and Joe Blandford, Maryland farmer. 


STICKER—Goodren Products, New York, has worked out a method of aniline printing 
PRODUCT TEST—John B. Gambling (second from left), gets some John A. Gambling, son of the radio artist, and Julius Brown of on transparent acetate, and combining the acetate with a pressure-sensitive strip. As 
help in demonstrating why Sweet-Orr & Co. calls these ponts Reiss Advertising. Sweet-Orr has purchased a six times weekly the model shows, these strips can be pulled off, and the acetate point of purchase 
Tug-O-War. His aides (left to right): Herman Maxwell of WOR; newscast featuring the elder Mr. Gambling on WOR, New York. piece quickly installed by salesman or retailer. DuFine-Kaufman is the agency. 
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Affiliated with 6 Building Industry Magazines 
comprising the largest, most distinguished publications 
in the building industry. Building Supply News, 
Building Material Merchant, Ceramic Industry, 
Ceramic Data Book, Brick and 


Clay Record, Masonry Building. 
Send for our 64-page book... THERE'S MONEY 


IN REMODELING ... free to any manufacturer 


who asks for it on his letterhead. 


“If you never go up hill you will never know what 

a plain is like.” Thus a Chinese proverb. And thus 

too few business paper publishers. For it is easy 

to keep to the dull and dreary plateaus of publishing... 
to take the line of least resistance... to say only 
pleasant things. It is hard to“go up hill”... to fight 

for what is beyond the horizon...and to stand 


your ground until events prove you’re right. 
practical builder has never hesitated to move on 


and up... toexplore new frontiers... to picture 


the light construction industry in proper perspective. 


In the process it has attracted an army of cover-to-cover 


readers: the forward-looking contractors and builders 
of America. Yes, and an ever-increasing host 


of advertisers who look to PBas... 


.-- Of the light construction industry 


O imoustRiar PUBLICATIONS, INC., CHICAGO 3 
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s Nash Ads Feature 
‘Mechanix’ Article 
on Car’s Superiority 


Derroir, Sept. 9—Nash Motors 
division of Nash-Kelvinator Corp. 
has developed a complete mer- 
chandising program around a story 
appearing in the September Me- 
chanix Illustrated. 

The article, written by test 
driver Tom McCahill, hails Nash's 
1952 Ambassador Golden Airflyte 
as the “finest :hock-proof ride in 
the world today.” 

Nash has followed up with a 
promotion dubbed “Operation MI.” 
The campaign began last week 
with 1,500-line ads in 63 metro- 


“The Finest Shock-Proof Ride 
in the World Today!” ir. un mae 
ts G18 VERON) OF THE HATION S LEADING Unrae 


RAL MOTOR CAR EXPERT AS REPORTED I meCHAnE 
MAUSTEATOD MAGATINE SEPTEMBER 1952. ISSUE 


Tou ® hove te ge @ long way (© beet the Ambassador 
wee 


polftan newspapers. N. F. Lawler, 
ad director, said this will be 
wed by 1,000- and 800-line ads 
apers at all Nash dealer points 
» nation. 


ade ads highlighting the Mc- 
ll story are being prepared for 
motive News, Motor Maga- 
xine and the National Automotive 

ers Assn. Magazine. 

sh also has ordered 500,000) 
reprints of the magazine article 
for® distribution to dealers, all 
Nagh-Kelvinator stockholders and 
ev@ty owner of the 1952 Nash Am-| 
Basgador. Dealers using direct mail 
advertising will get 100,000 of the 


mepn's in a special Mechanix II-| 
ated envelope, accompanied 
by a letter from William L. Parker, 
editor of the magazine. These will 
come ready for addressing by 
dealers 

Nash also featured the story on 
its television network show, the 
Paul Whiteman Teen Club. Mr. 
McCahil! was interviewed on the 
program and Nash Motors held a 


Sana AARNE OR 
THE SOUTH — 
GOES 


EISENHOWER 


(The Bulletins, that is!) | 


Eisenhower backers turned to 
painted bulletins first, naturally, 
to tell their story in the South 
There are still a number of ex- 
ceptionally fine painted bulletins 
offering choice major arterial 
Highway coverage in Louisiana, 
Mississippi, Alabama, and parts of 
Florida and Arkansas. Complete 
information on request. 


RIARTY 
Outdoor Advertising Co., Inc. | 


P.O. BOX 1924 
Baton Rovcs, La. 


news conference for him in Phila- 
delphia, where the show originates. 

The Geyer, Newell & Ganger of- 
fice in Detroit handles Nash ad- 
vertising 


Given Mtg. Co. Names Robb 


John C. Robb, onetime manager 
of foreign news operations for 
National Broadcasting Co., New 
York, has been named advertis- 
ing and sales promotion manager 
of Given Mfg. Co., Los Angeles 
maker of Waste King garbage dis- 
posers 


Dictionary Clean, 
Sweet, Modern; It 
Contains Chlorophyll 


New York, Sept. 9—Shades of 
chlorophyll diapers, candles, shoe 
linings and bubble bath. 

Random House Publishers has 
brought out a new edition of the 
American College Dictionary. Ran- 
dom House wanted to show the 
trade how up-to-date the new vol- 
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ume is. Random House took a full 
page in Publisher’s Weekly through 
its agency, Sussman & Sugar. 

The ad said, in part: “The 
American College Dictionary con- 
tains chlorophyll.” 


Austin, Tex., Promised TV 

J. C. Kellam, v.p. and general 
manager of Texas Broadcasting 
Corp., operator of KTBC, Austin, 
has announced that he expects 
KTBC-TV to be operating by Nov. 
1 “if there is no hitch in delivery 
and installation of equipment.” 


WCCO.-TV Promotes Headley 

Sherman Headley, formerly di- 
rector of television for WTCN-TV, 
Minneapolis, has been appointed 
assistant manager of WCCO-TV, 
which recently merged with 
WTCN-TV. 


Grant to VanSant, Dugdale 


Phil Grant, formerly ad mana- 
ger of Blue Moon Foods, New York, 
and creative director for Al Paul 
Leften Co., New York, has joined 
the copy staff of VanSant, Dug- 
dale & Co., Baltimore. 


THERE'S NO PLACE LIKE 
THE AMERICAN HOME 


“a Read and re-read by 2,900,000 MEN AND 


- 


4 out of 5 were men! They 
sent in more than 3800 requests 
to a building-products manufac- 
turer in the first 32 days after 
his ad, offering building infor- 
mation, appeared in The Amer- 
ican Home Magazine. 
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Mars Will Sponsor 
‘Super Circus’ Show | 


Cuicaco, Sept. 9—The 1952-53 
selling drive of Mars Inc. will be 
sparked by Super Circus, daytime 
TV program. 

Victor H. Gies, v.p. in charge of 
Mars’ sales and advertising, said 
the program will start with the 
telecast at 4:30 p.m. (CDST) Sun- 
day, Sept. 14. 

Art Linkletter’s 
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“People are} 


|Funny,” on CBS Radio, will be 


sponsored by Mars weekly, in- 
stead of on alternate weeks as was 
the case at the start last year. 
Multiple candy bar units, both 
six-pack and 24-pack, are to be 
plugged on both TV and radio. 


Turner Hall Buys Admiracion; 
Two New Products Will Bow 
Turner Hall Corp., New York 
manufacturer of permanent waving 
equipment, has purchased Admira- 
cion Laboratories from Pharmaco 


Inc., division of White Laboratories | 


Inc., Kenilworth, N. J. Harry Alex-| 


ander and Walter Jenkins, associ- 
ated with the shampoo manufac- 
turer for some time, have joined 
Turner Hall. 

Two new products, which have 
been developed in the Turner Hall 
laboratories, will be marketed 
through the Admiracion division 
soon. The company has not yet de- 
cided whether advertising for Ad- 
miracion will continue to be placed 
by Grey Advertising, New York, 
agency for the past two years, or 
whether a new agency will be ap- 
pointed. 


Young’s Hats Names Freund 
Young’s Hat Stores, 79-year-old 

chain of stores in the greater New 

York area, has appointed Morton 


Freund Advertising as its agency. | 
The company formerly advertised | 


direct. 


Dennison’s Sets Campaign 
Dennison’s Foods, Oakland, Cal., 
will spend approximately $400,000 
on a 12-week campaign using 100 
West Coast newspapers, radio and | 
television. Biow Co., Hollywood, | 
is the agency. | 


Over a period of 11 years, 
American Home has produced 
inquiries for a well-known kitch- 
en-equipment advertiser at a 


lower average cost than any of * 


the other 19 magazines used. 


oR 


Our files are crammed with dramatic success 
stories that clinch our point. Here are just a 
few examples of the kind of electric response 
that a good home idea gets from American 
Home’s “high voltage” families. If you’d like 
more of the same, just give us a ring. 


with a consuming interest in their homes 
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A leading paint manufacturer 
got 20°, more responses from an 
ad in American Home featur- 
ing a decorating packet for 10¢ 
than when the same ad ran in 
another mass-circulation book, 


Came... 


across one of the most extraor- 
dinary advertising media for 
selling business and industry... 
a weekly newsreview freighted 
to the gunnels with a cargo of 
fresh, important news...tightly 
battened down by a seasoned 
crew of editors and writers cull- 
ing their cargo from the vast, 
far-flung resources of The New 
York Times... berthed late Sat- 
urday, delivered to more than a 
million homes early Sunday .. . 
the REVIEW OF THE WEEK. 


SaW... 


that you can’t beat its cover 
for quality plus quantity. 
penetrating where busine 
fares best... blanketing the 6 
busiest, boomingest, richegt 
counties in America... man§- 
facturing centers of $10 milli 
or more that account for 93 
of the country’s total manuf. 
turing...centers that harber 
94% of The Times 1,100,000 
Sunday circulation...a premier 
market —the market of the 
REVIEW OF THE WEEK. 


| 
n 


7 


pomy 
conquered... 


lackadaisical sales curve, 
injected new life into public 
relations promotion — economi 
cally, too...by using a versatile 
weekly newsreview at the low- 
est cost per thousand for reach- 
ing business executives... 
attracting top-income, buying- 
influence executives...all in the 
REVIEW OF THE WEEK, published 
every Sunday exclusively with 
The New York Times. 


The New York Times 
REVIEW OF THE WEEK 
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Zehner Becomes Western Rep Editors Aren’‘t Millionaires. .. 


Company Magazines Now Total 6,500, 
Grow Rapidly During Past 10 Years 


Carl A. Zehner, formerly with 
American Builder, has been ap- 
pointed western representative of 
Electrical South and Southern 
Building Supplies, published by 
the W. R. C. Smith Publishing 
Co., Atlanta. His headquarters will 
be at 333 N. Michigan Ave., Chi- 
cago. Textile Industries, another 
Smith publication, announced the 
appointment of John C. Cook as 
business manager 


SALISBURY 


NORTH CAROLINA 


MARKET 
MEDIUM 
cost 

Sell the heart of the rich and prosper- 


ous Carolina market through its only 
newspaper—THE SALISBURY POST. 
Netionally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co maintains offices 
Yin all principal centers 
— GET OuR CITY ZONE FOLDER — 


Racine, Wis., Sept. 10—Com- 
panies are adding house organs 
faster than most people realize. 

A survey recently made by the 
Internationa! Council of Industrial 
Editors reveals there are now 
about 6,500 company publications. 
The significant facts are that 60% 
of these are 10 years old or less 
and 29% have been publishing 
five years or less. In 1951 alone, 
373 new publications were started 
by companies 

These house organs, 60% of 
which are magazines, have a com- 
bined monthly circulation of 70,- 
718,860. The bulk of this circula- 
tion is made up of employes and 
their families, but 20% of the 
copies go to customers, salesmen, 
retired employes, libraries, com- 


munity leaders, stockholders and 


dealers. 


s The publications vary from the 
two-page newspaper to the mass 
circulation magazines such as Ford 
Times, which is mailed out to 1,- 
500,000 persons, and General Mo- 
tors’ Friends, which goes to 1,400,- 
000 families. 

According to the survey, busi- 
ness spends $112,373,820 annually 
on these 6,500 publications. More 
than $105,000,000 goes for produc- 
tion costs, the remainder for sal- 
aries of editors and their staffs. 

The council survey also shows 
that 75% of the company publica- 
tions have at least eight pages. It 
also shows that there is a strong 
trend toward use of more pictures. 
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More than 90% of the publications 
use more photos than they did five 
years ago and two out of three edi- 
tors devote one-third or more of 
their pages to illustrations. 

The house organs are circulated 
largely through the mail, but one 
out of four is still “handed out at 
the plant.” 


8 The council survey is based on| 


of the cases and there apparently 
is a fast turnover in the field. 
Twenty-seven per cent of the edi- 
tors have had their jobs only one 


year, 15% two years, 12% three 
years, 10% four years and 10% 
five years. Thus, only 26% have 


had their jobs more than five years 
and this includes 7% who have 
been editors for more than 10 
years. 


replies from 1,465 publications in| 


the U. S., Canada, England and the | 
Questionnaires | 


Hawaiian Islands. 
were sent to 6,500 editors. 

Who edits and -vrites for these 
company publications? The survey 
found that 20% of the editors are 
women and that 30% had college 
journalism training. Before becom- 
ing editors, 15% were in news 
writing, 15% in advertising, 12% 
in public relations and 10% in 
publicity work. 

The age of editors varies widely. 
They range from 22 to 60, and 
while the 30-year-old bracket has 
the largest group, it only accounts 
for 6% of all the editors. Being an 
editor is a one-man job in 60% 
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Circulation up 44.2% 


(first six months '52) 


17,244 


Manufacturing ...... . up 33.5% 


Airline, domestic and foreign . up 90% 
Air terminals. ........ upil3% 


a 


Greatest 4-Year Gain 
in Aviation Advertising 


(first six months '52 vs '48) 


American Aviation up 128.4% 
Aviation Week. . up 125.0% 
Aviation Age. . . up 97.7% 
Aero Digest . . . up 


*Not including clossified or house advertising 


3.6% 


Tue Trarric Control man was no linguist. The pilot simply said, 
This is Scandinavian Airlines SK 871——” in English. And he 


received landing instructions in English, 
the official aviation language of the world. 


American planes predominate on the 
airlines of almost every free country. Oper- 
ation and maintenance manuals, parts cat- 
alogs, weather information—all in English. 


The free world 


looks to America for 


leadership in air transportation—and for 
news of this great industry in manufac- 


turing, operation 


and terminals. The 


authority, at home and abroad, is American 
Aviation, No. 1 to land on desks that count. 


New—New York Office 
ore 


merican 
viation 


1025 Vermont Ave., N. W., Washington, D. C. 


at LaGuardia Field 
Phone: IL.7-4100 


® Daily 

© Bi-weekly 

@ Monthly 
Airline Guide 

@ Semi-Annual 
Directory 

@ Doily 
Traffic News 


® One reason for the fast turnover 
may be found in the salaries edi- 
| tors get. The following table shows 
| the monthly salary range: 


8% $100-250 13% $501-600 
10 251-300 9 601-700 
12 301-350 + 701-800 
14 351-400 3 801-900 
22 401-500 5 Over 900 

The above figures show that 
44% of the company publication 


editors make $400 or less per 
month. About one out of five 
makes $300 or less. Salaries for 


the editor’s staff, where there is 
one, are of course even lower. 

The council survey brought out 
that many of the editors regard 
their position as a stepping stone 
to better positions in the company. 
Seventy-seven editors said the 
best way for the industrial editor 
to improve his lot is to get pro- 
moted to management. This reply 
was higher than all others, fol- 
lowed by 62 for “more education,” 
58 for “produce quality publica- 
tions” and 57 for “improve tech- 
nique.” The present editors re- 
ported that 20% of the previous 
editors got promoted in the com- 
pany, mainly to the advertising de- 
partment, but also to the sales, 
personnel, industrial relations and 
public relations departments. 

The survey covered many other 
aspects of company publications 
and further information can be ob- 
tained by writing to W. R. Gerler, 
S. C. Johnson & Son, Racine, Wis. 


Staley Named Asst. General 
Sales Manager of Chevrolet 

K. E. Staley, regional manager 
in Chicago, has been named assist- 
ant general sales manager of the 
Chevrolet Motor Division of Gen- 
eral Motors Corp. in charge of the 
western half of the United States. 
His offices will be in Detroit. 

At the same time, W. E. Fish, 
general sales manager, announced 
appointment of W. R. Peel, present 
national used car manager, to suc- 
ceed Mr. Staley; L. N. Mays, sales 
promotion manager, to take over 
the used car post, and N. J. John- 
son, assistant sales promotion man- 
ager, to replace Mr. Mays. 


Farm Magazine Gets New Reps 


California Farm Bureau Month- 
ly has appointed new representa- 
tives. Frank W. Finn & Associates, 
with offices in Chicago and New 
York, will represent the magazine 
in the East and Midwest; Edward 
S. Townsend Co., with offices in 
San Francisco and Los Angeles, 
will be the West Coast representa- 
tive. 


Heads New Ford Sales 


George P. Montagnet has been 
promoted from assistant sales man- 
ager of the southwestern region to 
national new car sales manager of 
the Ford Division of Ford Motor 
| Co., Dearborn, Mich. 


} ‘ 

| Dealers Sponsor Grid Games 
Chrysler Dealers of Metropolitan 

Detroit will sponsor WWJ broad- 

casts of all University of Michigan 

football games. 


SHEBOYGAN 


WISCONSIN 

\One of the FURNITURE 
/'MANUFACTURING CEN- 
TERS of the WORLD. Go 
after sales in that market with 
your advertising in the SHE- 
BOYGAN PRESS. We will 
COOPERATE! 


SEND FOR OUR SHEBO 


Nationally R 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


YGAN MARKET FOLDER 
presented b: 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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Druggists Will Hold 
Victory Convention 


Cuicaco, Sept. 10—The National 
Assn. of Retail Druggists will have 
plenty to shout about when it holds 
its 54th annual convention in St. 
Louis Oct. 19-23. 

In the past vear NARD scored 
one of its most notable legislative 
triumphs by helping to push the 
fair trade bill through Congress 
and past President Truman's desk 
without a veto. 

The principals in this fight will 
be on hand to report to the St 
Louis convention. Scheduled 
speakers include Rep. John A. Mc- 
Guire (D., Conn.), author of the 
fair trade law; Maurice Mermey, 
director of the Bureau of Educa- 
tion on Fair Trade, and Sen. 
Hubert H. Humphrey (D., Minn.), 
who piloted the bill through the 
Senate. 

The druggists also will hear ad- 
dresses from Sen. Styles Bridges 
(R., N. H.) and Rep. Wright Pat- 
man (D., Tex.). 


8 All facets of the multi-phased 
drug business will be covered at 
the convention, which will be held 
at the Henry W. Kiel Municipai 
Auditorium. Manufacturers will 
show their wares in the annual 
NARD Drug Show which will hold 
forth in the exhibit hall. 

The problem of narcotics will be 
discussed in a talk by H. J. Ans- 
linger, U. S. commissioner of nar- 
cotics, and the fight against the 
cooperatively organized druggists 
will be covered by Joseph F. Leo- 
pold of the National Tax Equality 
Assn. 


@® Among the other scheduled 
speakers are E. H. Brown, genera! 
sales manager, Bauer & Black; J 
R. Allendorf, assistant general 
sales manager, Eastman Kodak 
Co.; C. M. Van Kirk, executive v.p., 
E. R. Squibb & Sons, and M. L 
Finneburgh, general sales mana- 
ger, soda fountain division of Liq- 
uid Carbonic Corp. 

On Tuesday night, Oct. 21, two 
drug companies—Lambert Phar- 
macal and Pro-Phy-lac-Tic 
Brush—will present Henry Busse’s 


orchestra for the entertainment of, 


the druggists. Wednesday night the 
Lewis-Howe Co. will sponsor a five 
act variety show headed by Rudy 
Vallee. And on the closing night 
Grove Labs will present a concert 
featuring Victor Borge and Mar- 
guerite Piazza. Stix, Baer & Fuller 
also will present a fashion show 
during the convention. 


Chicle Adds 3rd CBS Show 

American Chicle Co. will spon- 
sor “Meet Millie” on the CBS radio 
network starting Oct. 2 at 8-8:30 
p.m., EST. The company also nas 
signed for “FBI in Peace and War” 
starting Oct. 1 and “Mr. Keen, 
Tracer of Lost Persons,” starting 
Oct. 3, both in the same half-hour 
period. Sullivan, Stauffer, Colwell 
& Bayles is the agency. 


Business Show Record Hit 

More than 140 exhibitors, the 
largest number ever, will partici- 
pate in the 1952 National Business 
Show scheduled for Grand Cen- 
tral Palace, New York, Oct. 20-25. 
Products, services and manage- 
ment techniques which will be 
shown are valued at well over 
$1,000,000. 


TORONTO, CANADA 


Capital City of Ontario — Canada’s Riches: 

Province — Having One-Third of Canada's 

Total Population and 42% of Retail Sales— 
Bianketed by the 


TORONTO DAILY STAR 
— 400,000 circulation (largest in 
Canada) 
— 80% coverage of Toronto 
— 50% coverage of 45 prosperous 
Ontario centers 


SEND FOR OUR COMPLETE DETAILED MARKET FACTS 
Represented In United States By 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


OUT IN OREGON—Gov. Adlai Stevenson gets a hand as he prepares another com- 
paign telk, this time at a luncheon in Portland, Ore., of 150 newspaper publishers 
and station managers. His host was P. L. Jackson (right), publisher and editor of the 
Portland Journal. At left is Tom Humphrey, editor of the paper's editorial page. The 
luncheon Sept. 8 marked one doy before the Journal’s Golden Jubilee. 


Eye-Savers to Ray-Hirsch 

Eye Savers Inc., manufacturer of 
convertible interchangeable-lens 
eye glasses for protection from 
headlight and sunlight glare, has 
named Ray-Hirsch Co., New York, 
as its agency. A fall campaign will 
be launched with a half-page in 
Life Nov. 17, backed by dealer aids, 
point of sale, outdoor, local and 
trade advertising. 


Schneiderman Adds Two 

Busch Precision Camera Corp., 
Chicago, has appointed Harry 
Schneiderman Inc., Chicago, - to 
handle an expanded consumer and 
trade publication and direct mail 
campaign. The agency has also 
been appointed by Fabricon Co., 
Chicago, which conducts a corre- 
spondence school for invisible re- 
weaving. 
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DAYTONA BEACH 


Florida's Year "Round Resort Reached By 
DAYTONA BEACH NEWS-JOURWAL 

1. Daytona Beach is an unusual test 
market; its thousands of visitors 
come from all over the U.S., Canada, 
Cuba and South America. Its Sum- 
mer seasons now rival its Winters in 


tourist ularity. 
Over $98,723,000 effective buying in- 
income. 


e 
Over $83,353,000 retail sales. 
A quality market index of 127. 
1951 total advertising 12,210,352 lines. 
SEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN 
Represented by V “J. Orensuer Jr In Jacksonville 
And Nallaualy Represents By 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


vee 


in all principal advertising centers. 
— GET OUR CITY ZONE FOLDER — 


Seen...Heard... REMEMBERED! 


Ethyl Corporation SPOT MOVIE ADS 
Remembered by 8 out of 10 Viewers 


People look . . . listen... and remember — when you advertise with SPOT 
MOVIE ADS in Theatres. One month after running a series of SPOT 
MOVIE ADS in 550 Drive-In Theatres in 14 states, Ethyl Corporation 
distributed return-postcard questionnaires to Drive-In patrons. 80% of 
the respondents said they remembered seeing the Ethyl films! Try to beat 
that score for brand remembrance in any other medium! 


SPOT MOVIE ADS can demonstrate your product with sight, sound, 
action and color. Shown in giant size... watched by an audience com- 
fortably seated, relaxed and receptive —they hammer home your sales 


story with a dramatic punch that sells! 


Today, over 16,500 theatres (both indoor and drive- 
advertising. We are equipped to handle all phases of planning, producing 
and placing, in cooperation with your advertising agency. Call or write 


our nearest office for full information. 


ins) run screen 


Drive-In audience at left 
watches an Ethyl Corpora- 
tion SPOT MOVIE AD featur- 
ing Wilbur Shaw, president 
of the Indianapolis Speed- 
way Association, as he 
demonstrates the effect of 
“*knock"’ in a gasoline en- b 
gine. Other interesting 
scenes from Ethyl films are 
shown below. Each film signs 
off with the familiar Ethyl 
emblem. 


MOVIE ADVERTISING BUREAU 


KANSAS CITY: 2449 Charlotte St. 
CLEVELAND: 526 Superior N.E. 


NEW YORK: 70 East 45th St. 
CHICAGO: 333 North Michigan Ave. 
NEW ORLEANS: 1032 Carondelet St. 


SAN FRANCISCO: 821 Market St. 
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a. Appoints Agency 

H. Penny Inc., optician with 
ae stores in Brooklyn and Long 
Island, has appointed Casmir Ad- 
vertising Co., New York, as its 
agency. Car cards, newspapers and 
direct mail will be used. 


College Appoints Agency 

Westmont College, Santa Bar- 
bara, Cal., has appointed Wyckoff, 
Downard & Strauss, San Francisco, 
to handle its advertising and public 
relations. 


ELIZABETH 
NEW JERSEY 
A Weiltts B Market Ag your Product 


ELIZABETN DAILY JOURNAL 
THREE QUARTERS of Union 
County’s $459,030,000 business is 
done in The ELIZABETH DAILY 
JOURNAL’S Trading Market. Ad- 
vertise in the ELIZABETH DAILY 
) 
- af For ADDITIONAL MARKET FACTS 


Represented 


WARD-GRIFFITH CO. 
The Wofd-Griffith Co. maintains offices 
in ot principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


Our own salesmen 


: say...advertising 
i 
in GAS pays off 


> ee 


eee wee whens 


Al 


: i 
aN — 


SIGNS SUPER NOODLE—A. Irving Gross, president of |. J. Grass Noodle Co., Chi- 

cago, signs to sponsor “Space Adventures of Super Noodle’ over CBS radio, 

starting Oct. 11 at 10:15-10:30 a.m. EST. Looking on are (from left) Harry Fever, ac- 

count exec of Phil Gordon Agency, the Grass Noodle agency; James E. Sweet, CBS 
radio representative, and Philip Abrams, Gordon executive v.p. 
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Materials Handling Equipment Buyers 
Give Sales and Ad Execs Some Pointers 


Cuicaco, Sept. 9—Industrial 
buyers of materials handling 
equipment told manufacturers in 
this field today some of the ways 
in which they can improve their 
advertising and sales results. The 
information was presented at a 
panel which concluded a luncheon 
presentation by Modern Materials 
Handling, Boston, at which the re- 
sults of a recent survey of buying 
practices in this field were sum- 
marized. 

The industry representatives who 
formed the panel said: 

1. Buyers are eager for news 
of new and improved products, and 
are scanning editorial and ad pages 
of business publications for this 
information. But much of the copy 
in the advertisements fails to give 
the complete technical data indus- 
trial buyers want and need. 

2. Salesmen representing manu- 
facturers of materials handling 
equipment all too frequently are 


“When our salesmen see results in the making and 


come up with comments like these we know our 


advertising is doing a job for them and for us, 


and our investment in GAS is paying off.” 


COL. W. F. ROCKWELL, Chairman of the Board 
Rockwell Manufacturing Co., Pittsburgh, Penna. 


“Our present advertising campaign 


is aggressive and wide in scope, and 
I have received many favorable 
comments from my customers. I 
also feel that GAS is making an 
excellent contribution since it ac- 
curately covers all phases of the 
industry.” 

W. F. Gulley, Seattle, Washington 


“I would say about 90% of my cus- 


tomers are regular readers of GAS.” 
Ray Jerge, Pittsburgh, Penna. 


“Many of my customers have ex- 
pressed appreciation of our adver- 
tisements, as well as the articles 
that appear in GAS. They have 
thanked me several times for the 
subscriptions they are furnished 
through the courtesy of my com- 
pany.” 

James E. Glenn, Lincoln, Nebraska 


GR 


“The present advertising of my com- 
pany is very good and very helpful 
to a salesman. GAS magazine is 
one of the outstanding publications 
in the industry.” 

Herbert Parker, Jackson, Miss. 


“It is definitely valuable to have our 


advertising placed in the hands of 
the gas company men I contact.” 
William D. Minter, Atlanta, Ga. 


For 25 years Rockwell Mfg. Co. has been 
building a large acceptance for Rockwell 


Valves, Meters and Regulators through a 


Consistant Advertising Program in GAS 


“GAS seems to have the unique 
position of being on the top of the 
literature on most gas utility men’s 
desks.” 

Harry A. Moore, Pittsburgh, Pa. 


e has the Largest Circulation in the Gas Industry and to the Men who have Authority to Buy 


5 A JENKINS PUBLICATION * 198 SOUTH ALVARADO ST. * LOS ANGELES 4, CALIFORNIA 


not qualified to discuss the prob- 
lems of the buyer. Often they are 
compelled to call in engineers to 
provide the desired information, 
and in other cases give buyers in- 
correct data about the performance 
potentials of their equipment. 


® Norman L. Cahners, president of 
the publishing company, gave a 
slide film presentation of the re- 
sults of a Western Union survey 
among companies which purchase 
materials handling equipment. The 
survey developed the “selection 
line” of buying power, represented 
by the ability of materials handling 
executives to choose the type and 
make of equipment purchased. In 
many cases they do not initiate 
studies relative to the need for the 
equipment, nor do they usually 
have the authority to allocate the 
funds for its purchase. 

Part of the study revealed the 
lack of uniformity in the titles of 
those to whom the materials hand- 
ling function in industry is as- 
signed. Scores of titles are used by 
those found to have this authority. 
It was also revealed that, because 
men at this level are usually be- 
low the rank of production man- 
ager, there is a rapid turnover of 
personnel, making it necessary 
constantly to revise lists. 


@ The study also reviewed the ef- 
forts of the magazine to pinpoint 
major buying power in this field 
through identifying the companies 
in industry with 100 or more em- 
ployes, and then through Western 
Union locating the specific individ- 
uals responsible for this function. 
Similar steps were taken in the 
merchandising and distribution 
fields as a means of building ac- 
curate mailing lists for the distri- 
bution of the magazine. 

Mr. Cahners announced that the 
details of the new study of buying 
methods and authority will be in- 
cluded in a report now being print- 
ed, which will be available to ad- 
vertisers and agencies. 

The presentation made here to- 
day is one of ten which are being 
staged in as many different cities 
to inform advertisers and agencies 
of the results of the recent Western 
Union survey. 


Acquire West Coast Paper 

Jim Bishop and Doug Daley, 
partners of Bishop & Associates, 
Los Angeles advertising and pub- 
lic relations organization, have 
purchased the Canyon Crier, semi- 
monthly newspaper covering the 
Hollywood Hills section of L. A. 
The partners will act as co-pub- 
lishers. 


Heads ABC Station Relations 


Alfred R. Beckman, formerly di- 
rector of operations for sales and 
station traffic, has been named na- 
tional director of the newly inte- 
grated radio-TV station relations 
department of the American 
Broadcasting Co., New York. 


IN HAVERHILL MASS. 


IT’S THE GAZETTE 


George McLaughlin, 
Advertising Manager 
of the GAZETTE 
gives you these facts: 
—Retail Sales— 
$53,392,000 a new 
high. 
2—Food Sales— 
$17,716,000 a new 


high. 
3—World Shoe 
making center. 
4— Western Electric Co. Mfg. Center. 
A trading zone population of 
104,479 reached by the 
HAVERHILL GAZETTE. 
NEED WE SAY MORE? 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY-ZONE FOLDER — 


George McLaughlin, 
Advertising Manager 
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Department Store Sales... 


All Sections Except Northeast Gain 


WasHINGcTON, Sept. 9—Recent 
business indicators point to a good 
fall season, and department stores 
are beginning to feel the buying 
surge already. 

The Federal Reserve Board re- 
ports that in the last week of Aug- 
ust sales in the nation’s big stores 
averaged 4% higher than a year 
ago. Every district except thuse ir. 
the Northeast shared in the gain. 
Stores in the Atlanta district 


DEPARTMENT STORE 
SALES INDEX 


1947-49 equais 100 


Week to Aug. 30, 52*.p110 
Week to Sept. 1, °51*..105 
Week to Aug. 23, °52*..100 } 
Week to Aug. 25, ’51*....97 
Week to Aug. 16, °52*....95 
Week to Aug. 18, ’51*....93 


*Not adjusted seasonally. 7 


pPreliminary. 
Ries 


racked up spectacular sales in- 
creases over the same week last. 
year—28% in Augusta, 24% in| 
Birmingham, 19% in Atlanta, 17% | 
in New Orleans, 13% in Nashville 
and 9% in Miami. 

The Aug. 30 increase was the) 
fourth straight weekly year- to-| 
year gain for the nation’s depart- | 
meat stores. In the Chicago dis-| 
trict, stores had their biggest year- | 


to-year gain since June 2i—5%.| 


The board’s report for the week | 
ended Aug. 30 shows that only) 
four cities west of Chicago failed 
to equal their department store | 
volume of last year. These were | 
Milwaukee, Duluth-Superior, Oak- 
land and San Francisco. 
® Significantly, the Department of | 
Commerce reported last week that | 
total wholesalers’ sales during July | 
were 4% ahead of June and about 
4% above sales in July, 1951. 
And these figures include all al-| 
lowances for seasonal variations. | 
Department store volume 7 
up 4% during July—compared to 
July, 1951—and other retail out- 
lets did well also. Chain Store Age 
reports that chain food stores en- 
joyed a 10.1% sales gain in July, 
while drug chains bettered their 
sales by 3% during the month. 


% Change from ‘Si 
Week Ended 


Federal Reserve Aug. Aug. Aug. 
2 30 


District and City 16 23 
UNITED STATES 2 r3 4 
Boston District '_—t —! 
ew Haven 6 22 5 
Boston 1 —4 -3 
Lowell-Lawrence 5 7-3 
Springfield 8 3 1 
Providence - alee 1 
New York District —- -—-3 —3 


Newark —16 6 2 
Buffalo 1 r—3 1 
New York —7 —4 
Rochester 2-3-9 
Syracuse --2 rs —5 
Philadelphia District 4 ni —3 
Philadelphia . 4 3 C+ -8 
Cleveland District . 3 2 rh 
Akron 7 4 + 
Cincinnati 8 4 9 
Cleveland 1 —2 6) 
Columbus 7 11 13 
Toledo 0 _ ® 
Erie o —2 —8 
Pittsburgh 1 3 10 
Richmond District 1 ro 2 
Washington .... o -—3 0 
Baltimore 6 —l 3 
Atlanta District 10 «rll 16 | 


Birmingham ......... 


_ 
an 
w 
- 


Jacksonville .. 7 2) 
ee 16 13 9 | 
Atlanta seenieeeane 12 14 19 
Augusta aa : 33 29 28 | 
New Orleans . . 10 «rll 17 
Nashville : theoss 3 13 
Chicago District ....... ot 6 5| | 


In CANADA — 


THE STAR WEEKLY 
reaches more Canadians | 
than any other publication 


It Can Help Your Company 
Increase Saies in Canada 


| 


WARD-GRIFFITH CO. 
The Waord-Griffith Co. maintains offices 


in oll principal advertising centers 
GET.OUR CITY ZONE FOLDER — 
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Chicago . 
Indianapolis 
Detroit 
Milwaukee 

St. Louis District 
Little Rock 
Louisville ... 
St. Louis Area 
Memphis 


Minneapolis District 


Minneapolis . 

St. Paul 
Duluth-Superior 
Kansas City District 

nver 
Wichita 
Kansas City 
St. Joseph 
Oxlahoma City 


Tulsa 
Dallas District 


Houston 
San Antonio 


San Francisce District .. 


Los Angeles Area 
Downtown Los 
Angeles os 
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Westside Los Cottrell Appoints Two |sales executive of Cottrell for 51 
ngeles 18 8 “ a 
Oakland 3 —5| Stanton C. Saunders has been years. Mr. Saunders has served 
Sen Diego ; } appointed director of sales and Al- With the company 17 years, re- 
nd cia 4 ~g bert Halstead sales manager of cently as assistant to the president. 
Salt Lake City 12 5 C. B. Cottrell & Sons Co., Westerly, | His offices will be in Westerly. Mr. . 
orwell : ® R. I, and Milwaukee manufacturer Halstead, previously western sales a 
| mee of printing presses, following the manager, will have charge of sales ; 
2 *Data not available. resignation of Charles T. Rundlet, offices in New York and Chicago. 
—2 
0 
12 
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THIS IS BILL GODWIN— (Another W-G Salesman) 
William A. “Bill” Godwin Jr., after serving with the U.S. Navy in World War II, 
went to work with the Atlanta Journal. After that newspaper experience, Bill 
joined our Atlanta office where he has been advanced to Manager. Bill is an able, 
likeable, efficient, advertising salesman who, like all of our salesmen, is competent, 
ready and anxious to help solve your advertising problems. Newspaper advertising 
gets immediate action-—at lowest cost too! Advertise in Newspapers! 

Please note individual advertisements of our newspapers -hroughout this issue. 


WARD-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Park Lexington Building Plaza 5-7028 NEW YORK 
Wrigley Building . se veees Superior 17-3485 . 2.2.6.6. cece ences . CHICAGO 
General Motors Building.................ss.006 Trinity 3-6365 ..... DETROIT 
Statler Office Building Liberty 2-5669 oes BOSTON 
22 Marietta Street -. Walnut 1231 ..... . ATLANTA 
215 Bui ders Building 0c BBEED ccccccccccccscccvcscsces RLO 
Russ Building Seas cacreccececscdees Yukon 2-2-6028 ..........66000 SAN FRANCISCO 
Lincoln Liberty Building .............6..+seee0+ Locust 17-4279 PHILADELPHIA 


GET OUR CITY ZONE FOLDER 


i) IT PAYS TO DO BUSINESS 


“Who said we'd 
never sell Jones?” 


“For years our other salesmen had cooled their 
heels outside his office. I tried a different approach 
I had special sales letters typed on our letterhead, 
and sent him a new one each week. 

It took. a while, but they broke the ice. 

Now, he’s a regular customer!”’ 

A convincing sales letter on a handsome letterhead 
arouses interest in your products or services, creates 
prestige and makes your selling job easier. 


pen Nigh engines Ah Wyte 


ee 


re ay 


ON HAMMERMILL PAPERS 


Your printer can help you design prestige-winning 
letterheads. If he suggests Hammermill Bond — as 
thousands of printers do— you may be sure it’s the 
right paper for you. To obtain business 
printing on Hammermill papers, look 
for the Guild sign on a printer’s 
window. Let it be your assurance of 
printing satisfaction. Send for the 

free Working Kit of Hammermill Bond. 


HW 


r mill Paper Ce pany 
1459 East Lake Road, Erie 6, Pennsylvania 


Please send me a FREE copy of the current Working Kit of 
Hammermill Bond. 


Name 


Position 
(Please attach to, or write on, your business letterhead) AA-9-15 
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Super-Giants or Undersized Admen? 


Two-Bit Advertisers Make Monkeys 
of Timid Admen, BBB’s Smith Says 


LANCASTER, Pa., Sept. 12—The verbiage for a while. The mechan- 
advertising columns of some ics of his plan are tested and re- 
newspapers make it seem as if “we tested by shrewd and cunning legal 
are living in an age of super-gi- counsel. He then pops the com- 
ants or undersized advertising pleted package into your office, 


dressed very respectably with the 
specification that an insertion ap- 
pear in your next issue. He has 
deliberately timed the presenta- 
tion to curtail the period of time 
which you may have had to in- 
vestigate or evaluate the offering.” 


® The quandary facing the medium 
in this case, he went on, is what to 
do about the situation. The easiest 
thing to do is “breathe a silent 
prayer that your luck will hold and 
that reader reaction will not be too 


violent. Just a mild reaction isn’t 
so bad—all you have to do if some 
irate reader protests is go through 
the cabinet of outworn explana- 
tions and come up with Canned 
Answer No. 12. This answer, de- 
livered with a pious expression 
and crocodile tears for the outrage 
he suffered, goes a long way in the 
publishing business—or so you 
think. 

“In following this procedure, you 
have made a fetish of the time ele- 
ment. You need never have been 
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the victim of the situation. You 
should have, long before, estab- 
lished a delousing station where 
incoming copy from new or un- 
known advertisers could undergo 
a period of incubation to see what 
kind of strange insects might de- 
velop. 


s “This, it seems to me, should be 
a minimum safety device to pro- 
tect your regular clientele of 
known reputable advertisers, and 
even more important, to protect 


men.” 

That’s the view of Hugh Smith, 
v.p. and general manager of the 
Better Business Bureau of Phila- 
Mr. Smith thinks the “un- 
dersized” admen would be better 
advised if they refused to be 
pushed around by chiseling adver- 
und told them “to go to 


a deiphia 


tisers 
hell.” 

“Frequently,” he said in a speech 
prepared for delivery tomorrow be- 
fore a classified advertising mana- 


: gers clinic of the Pennsylvania 
ss Newspaper Publishers Assn., 


; a :: “when I look through the ad col- 
umns of some newspapers, I think 
I am in the fun house of an amuse- 
ment park. Here the mirrors dis- | 
tort objects. Thin people become 
fat and fat people become thin. 


gs “When Irishmen, who are not 
rishmen and don't have wings, be- 
= fiving Irishmen, and some 
vs who are dumb like foxes pub- 
te their lack of sanity as mad 
fWaders, and ordinary household 
@ecigets that any pitchman at a 
@unty fair sells for a few nickels 
fecome revolutionary household 
mae one begins to wonder 
Either we are living in an age of 
Mper-giants, or undersized ad- 
riising men 
Mr. Smith volunteered the help 
he BBB to the newspaper asso- 
“in setting up a workable 


ion 
tewide system for procuring and | 
changing information and ex- 
ience which will make your 
Wertising censorship plans suc- 
sful.” 
' 
for chiseling advertisers, he 
id | 
What stvmies me is the way 


S@ne two-bit advertiser can throw 
agmillion-dollar organization into 
amizzy if it so much as indicates, 


be the lifting of an eyebrow, that | 
copy, or his plan, or he himself 


not the most agreeable and 
acceptable objects that have ever 
come to their attention 
“If he vells ‘boo’ or mentions 
‘restraint of trade’ or threatens to 
go to the ‘publisher,’ you should | 
see some of these high-priced ex- 
ecutives scurry around | 
“Instead of telling him to go to} 
hell in the first place, we find a 


lot of executives being pushed 
around by a piker with a little 
spunk who wants to protect his 
illegitimate profits.” 


@® Mr. Smith cautioned the classi- 
fied managers against becoming 
victims of “the time element.” 

“There is always some swindler 
or conniver,” he explained, “who 
is willing to spend months of time 
in the preparation or perfecting 
of a devious scheme. He studies 
the techniques of his predecessors 
and avoids the mistakes that made 
them come croppers 


“He pastures a weasel in his 
a VIRGINIA 
“Metropolitan” Lynchburg retail 


sales—88% HIGHER THAN THE 
U.S. AVERAGE! 

Only the News-Advance covers this 
basic Virginia market of over 
50,000 city zone population. 


ADVERTISE I LYWCHSURG—GET OUR MARKET FOLDER 
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WARD-GRIFFITH CO. 
The Ward. Griffith Co. maintains offices 


in-@li principal: odvertising centers 
«GET OUR CITY ZONE FOLDER — 


This “Salesman” Answers Questions 
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your readers. 

“Every rate card should specify 
clearly that new advertisers must 
identify and qualify themselves 
and their offerings for the priv- 
ilege of using your columns to 
reach the public. And it is a priv- 
ilege. Never lose sight of this im- 
portant fact, and keep your place 
in the driver’s seat.” 


Robinson Agency Moves 


Robinson Advertising has moved 
to 534 N. Calvert, Baltimore 2. 


1952 


Milt Grey Joins L. A. Firm 

Milt Grey, for nine years v.p. 
in charge of sales for Hill-Shaw 
Co., Chicago appliance maker, has 
been named director of merchan- 
dising for Precision Specialties Inc., 
Los Angeles, maker of toys. 


Heads Crosley Unit's Sales 
Ted Nemes, formerly asssitant 
sales manager of Fedders-Quigan 
_Corp., Buffalo, has been appointed 
sales manager of the air condition- 
ing section of the Crosley division, 
Avco Mfg. Corp., Cincinnati. 


Learn to Advertise Products Properly 
Before Tackling Free Enterprise: Hutton 


Cuicaco, Sept. 9—A former di- 
rector of British intelligence and 
investigation services in Europe 
said yesterday that American ad- 
men should learn how to sell prod- 
ucts before they tackle the job of 
selling free enterprise. 

Addressing the Advertising Club 
of Chicago, Maj. William R. Hut- 
ton charged that advertising in the 


U. S. has little believability. Maj. 
Hutton, who also is a former for- 
eign correspondent for the London 
Daily Mail, is now with Siebert, 
Bohnert & Hutton, Chicago adver- 
tising and public relations coun- 
selor. 

Maj. Hutton said that in America 
“even the people who buy our 
products mistrust our advertising. 


Your Salesman Never Hears 


In any sizable industrial organization there are 
men your salesman never gets to see . . . yet 
these men have questions about products. . . 
and a voice in buying decisions. And there are 
times—as every salesman knows—when an 
unknown buying influence can decide a sale. 


But management can provide every salesman 
with an “assistant”’ in the form of a consistent, 
properly executed advertising campaign in 
Business Magazines. Such a campaign can 


We call Business Publication Advertising 
‘Mechanized Selling” because, just as modern 
machines speed production, so Business Paper 
Advertising applies the high speed, low cost 
tools of advertising to the selling end of your 
business. It permits the salesman to concen- 
trate his valuable time and skill on the im- 
portant job of getting the order. 


Ask your McGraw-Hill man for a copy of our 
20-page booklet, “‘Mechanizing Your Sales 


save the salesman’s time by 
tinuous contacts with both 
unknown buying influences 


questions . . . building preference for your 


product or service. 


maintaining con- 
the known and 
. . . answering 


with Business Paper Advertising.”’ Also about 
our sound-slide film . . . “Mechanized Selling — 
Blueprint for Profits’”’ which is available for 
showing at sales meetings. 


WHAT RESULTS WILL BUSINESS PAPER ADVERTISING ACHIEVE? 


McGRAW-HILL PUBLISHING COMPANY, INC. 


330 WEST 42nd 


© 


HEADQUARTERS For 


Here is what an office furniture manufacturer discovered — 


“Our advertising budget was about 20 percent higher in 
relation to sales in 1950 as compared with ten years 
earlier, but our advertising expenditures in business 
publications were up 100 percent. Other sales expense 
declined 33 percent as our sales increased fivefold. Busi- 
ness publications, we believe, focus the advertising dol- 


lar on the critical spot.” 


Mr. W. Bruce ELLswortH 
Corry Jamestown Mfg. Corp. 
Corry, Pennsylvania 


“xp e(X ngs 


STREET, NEW YORK 36,N. Y. 


inrore 


M: GRAW-HILL 


aricoa 


59 


Everyone is making the same ex- 
aggerated claims and the people 
have to buy something. We are 
mistrusted and yet there are those 
in the profession who have the 
nerve to think we can do a good 


” 


job on selling the free way of life! 


8 Maj. Hutton’s main thesis was 
that if salesmen would do a goo? 
| job of selling goods and services 
they would automatically be sell- 
ing free enterprise to the con- 
sumer. He questioned whether 
newspaper and magazine ads are 
the proper media for selling free 
| enterprise, which he pointed out 
“is an abstraction with a name 
and significance which only the 
fairly well informed will under- 
stand.” 

The reform program advocated 
by Maj. Hutton for advertising is 
(1) replacement of dishonesty with 
integrity in the everyday task of 
selling and (2) utilization of vari- 
ous propaganda tools to achieve 
penetration of the individual. Maj. 
Hutton put primary emphasis on 
this second point. He said: 

“The view that is receiving more 
and more acceptance today is that 
mass persuasion is not a separate 
or single function by itself, but a 
whole group of activities under- 
taken to affect the public’s atti- 
tude, beginning of course with in- 
tegrity of the product or service 
and sound policy.” 


® Maj. Hutton listed the fol - 
ing tools as the necessary m@ans 
“of making these basic t gs 
known and understood”: all midia 
of communication- advertising of 
all kinds; news and other form of 
written and oral publicity; fi - 
cial reports and other informa 
to stockholders; relations of - 
ployer to empoye; and relatfons 
with customers, vendors, suppliers, 
government authorities and com - 
munities where the company 
erates. He declared that on 
sales policy which uses all of t 
tools “can ever hope to ac 
penetration of the individual 
lasting customers.” 

Maj. Hutton said that in 
land, despite the lack of media 
the Europeans’ “distaste of 
pressured into anything,” ad@er- 
tisers have done “a remarkabl@job 
of mass persuasion... by the @pn- 
centrated use of every tool avpil- 
able. And when a guy is that 


stays sold and more often tha 
becomes an unsolicited salesiwan 
for the product.” 


Bride and Donahue 
Join ‘Today's Family’ 


Matthew J. Bride Jr., formerly 
with Bride’s Magazine, has joined 
the eastern sales staff of Today's 
Family, new home service maga- 
zine to be distributed by Wool- 
worth’s. 

Charles W. Donahue is resigning 
as rotogravure advertising mana- 
ger of the New York Sunday News 
to join Family's eastern sales staff. 


F&S&R Adds Researchers 


Bayard R. Hand and John F. 
Dunn have joined the market re- 
search section of Fuller & Smith 
& Ross in New York as research 
associates. Mr. Hand has been as- 
sistant survey director for Elmo 
Roper and Mr. Dunn has been with 
Young & Rubicam, Ruthrauff & 
Ryan, Badger and Browning & 
Hersey, and most recently was 
| project director for Stewart Doug- 
jall & Associates. 


| 

NEW BERN 
NORTH CAROLINA 

| 1. Buying Center of Craven County. 

| 2. Quality of Market—106. 

i Effective Buying Income 

| $18,827,000. 

|THE RICH NEW MARKET IS 

SERVED EXCLUSIVELY BY 

|THE EVENING SUN JOURNAL 


REQUEST MORE FACTS—ADVERTISE IN NEW BERN 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in alt principal advertising centers 
—"cer ‘oun city ZONE FoLoER 
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NBP Distributes 


New Certificates 
to 150 Agencies 


uae Wasuinctron, Sept. 9—National 
eae Business Publications Inc. has be- 
. gun to distribute its new agency 
recognition certificate 

Early last summer, NBP invited 
about 150 agencies to } 9 for 


NEW JERSEY 

3rd City In New Jersey Covered With 
THE PATERSON CALL 
In 1951 the Morning Call carried 
more than 7,500,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, the 
people of Paterson read and are 
influenced by their advertising in 
the Call. 


REQUEST MORE FACTS—ADVERTISE i, THE CALL 
Nationally Represented b 


WARD-GRIFFITH CO. 
The Word-Griffith Co. maintains offices 
in all principal advertising centers 
~~ GET OUR CITY ZONE FOLDER — 


RECOGNIZED ADVERTISING AGENCY 


NATIONAL BUSINESS PUBLIC ATIONS 


"lt apse. 


Buott bide Degen 


certification. Since these agencies 
were already recognized by other 
accrediting groups, the certificate 
was awarded automatically, upon 
application. 


s National Business Publications 
pointed out that it now represents 
130 business magazines, both paid 
and controlled circulation 

The 150 agencies which were in- 
vited to apply for NBP recognition 
had all been previously certified 
by the ABP, American Assn. of 
Advertising Agencies, Periodical 
Publishers Assn., Agricultural 
Publishers Assn. and American 


Advertising Age, September 15, 1952 


Newspaper Publishers Assn. NBP 
will supply application forms to 
other agencies upon request, ac- 
cording to Robert Harper, execu- 


Network Gross Time Charges 


Source: Publishers Information Bureau 


tive v.p. of the organization. NETWORK RADIO 
> iti: - dan. -July Jan.-July 
The NBP initials will appear for July 1952 July 1951 1952 1951 
the first time in the January edi- Autom Svendenstiog Pere $ 2.082.666 $ 2,267,674 $21,486,382 $19,682. 858 
ti Ss 4 sautiol ‘olumbia Broadcasting System .. 3,238,256 4,387,193 32,844,883 547, 
ion of the Standard Advertising | pital Broacasting System... 1.339.276 1347841 1.601.956 10,207,749 
Register, Mr. Harper said. National Broadcasting Co. .. 2.878.196 728,687 27,062,130 33,728,723 
NBP’s agency recognition com- OUNO cennetsuséans $ 9,538,394 sui 731.395 $92,995,351  $107,136,602 
mittee consists of Pete Fahrendorf, NETWORK TELEVISION 
v.p., Chilton Co., New York, chair- Somioes | o ee $ * ies 2as $ mm. 73 se 28. oo $o7ee 
ei . lei . - olumbia Broadcasting System 163, i t 
man; Kingsley L. Rice, president, Dumont Television Network ....... ennai 645,359 5,143,186 $3,705,925 
Technical Publishing Co., Chicago; | National Broadcasting Tie. sakes 591,130 3,477,952 45,577,906 30,217,484 
WN Caer eorivatninsad * $10! 351,177 $ 8,909,138 $98,996,586 $64,157,417 


Russell Jaenke, v.p., Penton Pub- 


lishing Co., Cleveland; Arthur NETWORK RADIO TOTALS BY MONTHS 
King, president, King Publications Tot 
7 . "1d Te 301, 47' 9 4, ir 353 “ 519, su 
San Francisco, and Albert Boulton, Shima =n ‘$ sok a. sist _ $ 1.699.282 we 994'018 be 0.894 
v.p., Petroleum Processing, Cleve- | Marth ........... 3,355,715 5,154,077 1 $26,527 4,184,074 ia 520,393 
tt | April ............ 3,244,146 4,943,400 1,681,924 4,078,593 13,948,063 
and. | May . 3,323,092 4,963,794* 1,821,571 1,882 13,970,339* 
June 3,001,314 4,595,452* 1,632,977 3,708,014 12,937,757* 
P H OU sa sin ick 300 3,238.2 1,339,276 2,878,196 9,538,394 
Joins Hale Brothers Total... $21,486,382 $32,844,883 $11,601,956 $27,062,130 $92,995,351 


William J. Ahern, merchandising 
manager for the May Co., Denver, 


NETWORK TELEVISION TOTALS BY MONTHS 


an DuMort 
will rejoin Hale Brothers in San ceoesne 20cna6l $5,078643 $ 717288 $7, 259.307 $15,071,559 
Francisco, Oct. 1, as general mana- | February ae 2,148,467 5,103,043 a. 6.513.569 ue 813, 4 
. s main sto arch... : 2.065.052 5,643,123 ‘593 7,320, .789.126 
Ne ee ee eeee.<...-.-: | 738.926 6,946,751 ‘15,027,268 
rancnes © MISSION GISUPICt) may ............ 1,504,063 602.6 775.063 6,822,982 14,704,722 
and Oakland. He served with Hale | June ...... 749,497* Sea. 829* 13,239,131" 


16 years before joining the Denver | July _....... RR 4.163.245 653,415 591,130 
petting 7 wees fon . J ah | pee su,éiiss $36.614339 § 5,143186 $45,577,906 


| | emevised as of August 26, 1952 


10,351,177 
$98,996,586 


Seattle civic 
leaders always 
come to the 

ost-Intelligencer 
first when 
they want 
things done 
for the 


community 


the Seattle 


Post- Intel lige ncer 


REPRESENTED NATIONALLY BY 
Hin HEARST ADVERTISING SERVICE 


bee 


Note: Figures for the Republican and Democratic national conventions sponsored on radio and TV 
by Admiral (ABC), Philco (NBC) and Westinghouse (CBS and DuMont stations) are not included 
in these tabulations. PIB said it was unable to get an accurate figure on this from the networks, 
which greatly underestimated the length of these marathon events when contracts with sponsors were 


negotiated. 


‘Rudofker Will Put 
§ $300,000 Ad Drive 
| Behind Men’s Line 


PHILADELPHIA, Sept. 9—S. Rudof- | 


ker Sons Inc., one of the nation’s 
largest manufacturers of men’s 
formal clothes, will spend about 
$300,000 in consumer and trade 
advertising during the coming 
year to promote its spring, summer 
and fall lines. 

Space has been contracted for in 
Esquire, Life, New York Times 
Sunday Magazine and 27 Sunday 
supplements throughout the coun- 
try. These will be preceded by 
trade paper advertising. 

Half of the advertising appro- 
priation will be used to promote 
the company’s new After Six sum- 
mer formal line of silk shantung, 
rayon and Orlon blends. 


s The theme of the consumer ad- 
vertising throughout the year will 
be built around “The Greatest For- 
mal Show on Earth.” The year- 
long drive will begin with a “Mr. 
Formal” college promotion in 75 
universities and colleges through- 
out the country. 

In addition, the 50-50 coopera- 


tive advertising plan will continue 
with Rudofker retailers. 

Harry Feigenbaum Co. is the 
| Rudofker agency. 
| A publicity program, through 
| Erbe-Maybruck Co., will support 
the advertising plans to help pre- 
sell the public on formal clothes. 
Rudofker also will cooperate with 
the Formal Wear Institute to pro- 
mote formal attire. 


Martin Appoints Ad Fried; 
Mrs. Holland Joins Agency 

Martin Construction Co., Oak- 
land and Los Angeles,’ maker of 
High-Pressure paints, has shifted 
its account from Ley & Livingston, 
San Francisco, to Ad Fried Adver- 
tising Agency, Oakland. Radio, 
newspapers and regional magazines 
will be used. 

Mrs. Jamie Holland, formerly 
with Howell-North Press and once 
with Lake-Spiro-Shurman Adver- 
tising Agency in Memphis, has 
joined Fried as space buyer. 


KVOD.-TV to Bow Oct. 12 
KVOD-TV, Denver’s second vi- 
deo station, expects to begin oper- 
ating Oct. 12 with an initial power 
of 15,000 watts. Later it will trans- 
mit with 262,000 watts from a 
mountain west of Denver, which 
should give coverage as far as 
western Kansas, 150 miles away. 


PACKAGIN 


features, thru-the-book format. . . 


THE NEWS MAGAZINE OF PACKAGING 


More display space per $ on Super-Size page. . . 
More attentive readership with news-and-picture 
Stronger selling 
impact on MORE important buyers of Packages 
and Packaging Machines—Supplies—Services ... 


this is no 


HARE 


today-and-gone- 
tomorrow market! 


. . . Sales multiply 
year after year in 
the $7,500,000,000 
packaging market; 
Ist choice to reach 
er 


G PARADE 


15000 (CCA) ALL-BUYER circulation. 


HAYWOOD PUBLISHING CO., 22 E. HURON ST., CHICAGO I, ILL. 
NEW YORK 17— 101 PARK AVE. * WEST COAST--McDONALD-THOMPSON 
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Coming 
Conventions 


*Indicates first listing in this column. 

Sept. 28-30. Advertising Federation of 
America, District 10, Mayo Hotel, Tulsa. 

Sept. 29-Oct. 1. Assn. of National Ad- 
vertisers, fall meeting, Hotel Plaza, New 
York. 

Sept. 29-Oct. 1. Life Insurance Adver- 
tisers Assn., annual meeting, Sheraton- 
Mount Royal Hotel, Montreal, Can. 

Oct 2-4. Advertising Typographers 
Assn. of America, 26th annual meeting, 
Grover Park Inn, Asheville, N. C. 

Oct. 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 

Oct. 4-7. Mail Advertising Service Assn., 
International, annual convention, Shore- 
ham Hotel, Washington, D. C. 

Oct. 5-9. Advertising Specialty National | 
Assn., annual convention and specialty | 
fair, Palmer House, Chicago. 

Oct. 8-10. Direct Mail Advertising Assn., 
35th annual conference, Shoreham Hotel, 
Washington, D. C. 

*Oct. 9. Magazine Publishers Assn., one- 
day meeting, Westchester Country Club, 
Rye, N. ¥ 

Oct. 10-11. Oregon Newspaper Pub- 
lishers Assn. Admanagers, fall meeting, 
Heathman Hotel, Portland, Ore. | 

Oct. 11-13. Women’s Advertising Clubs, 
annual Midwest Inter-City Conference, 
Hotel Morton, Grand Rapids. 

Oct. 12-15. Pacific Council, American 
Assn. of Advertising Agencies, annual 
convention, Arrowhead Springs Hotel, 
San Bernardino, Cal. 

Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago 

Oct. 13-16. Printing Industry of America, 
66th annual convention, Chase Hotel, St 
Louis 

Oct. 16-19. Continental Advertising 
Agency Network, convention, Los Angeles 

Oct. 19-22. Western Classified Advertis- 
ing Assn., Mission Inn, Riverside, Cal. | 

Oct. 20-21. Advertising Federation of 
America, District 5, Ft. Hayes Hotel, Col- | 
umbus, O. } 

Oct. 20-21. Agricultural Publishers Assn., 
annual meeting, Chicago Athletic Club, 
Chicago. | 

Oct. 20-21. Boston Conference on _Dis- 
tribution, Hotel Statler, Boston. 

Oct. 20-23. Financial Public Relations 
Assn., annual convention, Hotei del Coro- 
nado, Coronado, Cal. 

Oct. 25-29. Screen Process Printing 
Assn., International, 4th annual conven- 
tion and exposition, Hotel Sherman, Chi- 
cago. 

Nov. 5-8. National Assn. of Photo,| 
Lithographers, 20th annual convention and 
exposition, Hotel New Yorker, New York. | 

Nov. 16-18. National Newspaper Pro- | 
motion Assn., central region meeting, | 
Deshier-Wallick Hotel, Columbus, O. | 

Nov. 20-22. Southern Newspaper Pub- 
lishers Assn., annual convention, The | 
Greenbrier, White Sulphur Springs, w.| 
Va. 

Dec. 7-11. Outdoor Advertising Assn. | 
of America, 55th annual convention, Con- | 
rad Hilton Hotel, Chicago. | 

Dec. 27-29. American Marketing Assn. 
conference, Palmer House, Chicago. | 

*Feb. 5, 1953. Associated Business Pub- 
lications annual Midwest Clinics, Drake | 
Hotel, Chicago. 

*Feb. 25, 1953. Associated Business Pub- 
lications, annual Eastern Clinics, Roose- 
velt Hotel, New York. 

*April 30-May 3, 1953. Associated Busi- 
ness Publications, annual Spring Confer- 
ence, Hot Springs, Va. 


Two Join Walsh Agency 

Walsh Advertising Co., Montre- 
al, has added two staff members. 
John C. Bain has been appointed 
an account executive, specializing 
in consumer goods advertising, and 
Jean A. Monte, formerly a produc- 
er and writer for Radio Pro-| 
gramme Producers Ltd., has joined 
as radio director. 


JOURNAL STAR 


IN A MAJOR MARKET 


PEORIA, ILLINOIS 


Only to cover 
this heh 13 county 
Peoriarea market. 

“Here are the facts” 


1. LARGEST Circula- 
tion in Ilinois.* 
2. LARG M 


Si TIMES LARGER ORVILLE C. SUMMERS | 
than eny other Illinois Manager of General 
city.* Advertising 


WRITE FOR YOUR NEW PEORIAREA FACT FOLDER. 
Represented Nationally by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


Advertising Age, September 15, 1952 


fall. The company licenses the manufacture of R.O.W. 1 


FACING TWO-THIRDS—R.O.W. Scles Co., Ferndale, Mich., has scheduled facing 
two-thirds page ads like the above in both consumer and trade publications this 
m ar 


bl. 


D. P. Brother & Co., Detroit, is the agency. 


VAC Audits Accepted 

Verified Audit Circulation, Los 
Angeles, reports that Standard 
Rate & Data Service has agreed to 
carry the VAC audit reports in 
lieu of sworn statements from 
VAC’s nine member publications. 
VAC verifies their controlled cir- 
culations by mail direct to those to 
whom the publications are mailed. 
SR&DS will not use the VAC in- 
signe, at least until the new audit 
service is better established and 
makes some changes in its proce- 
dures. 


Matty Brescia Appointed 
Matty Brescia, former director 
of press and public relations for 
Liberty Broadcasting System, has 
been named general manager and 
promotion director in the mid-! 
South for Southern Television & | 
Radio & Sales, station representa- | 
tive. He will have temporary of- 
fices at KWEM, West Memphis, 
Ark., owned by E. D. Rivers Jr., 
who is also president of the rep- 
resentative organization. 
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Newspaper Raises Rates 

The general rate structure of 
the Journal, Portland, Ore., has 
»een changed from a flat 52¢ a 
line to an open rate of 57¢ a line 
ind a contract rate (three inser- 
ions or 500 lines in one year) of 
35¢ a line. The change is effective 
Nov. 1 


QUINCY 


MASSACHUSETTS 
Fourth (4th) Market in Massachusetts 


Covered By The 
QUINCY PATRIOT-LEDGER 
$156,101,000 Effective buying 

meome 
$109,128,000 Retail Sales 
Quality of market index 124 


Advertise and sell in Quincy 
ASK FOR OUR RETAIL DISTRIBUTION SURVEY 


Nationally Represented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 


-eoand the key 
to it is the.. 


AKRONS 


@ CoLumBus 


BOAYTON 


CINCINNATI 


Canton, Ohio is 


YOUNGSTOWN 
. 


-a KEY Market 


Total Effective Buying 
Income: $421,603,000 


Key Facts: The compact Canton Metropolitan Area thrived 


abundantly in the 1940-1950 period. For example: retail sales are up 


205% ... wholesale trade is up 204% .. . population increased 
20.5% ... industrial wages gained 205% ... 52 new plants 
were added . . . industriak employment advanced 65%. 


One newspaper, the Repository, covers the Canton market— 
96.7% city zone coverage; 99.4% home delivered. No other newspaper 
gives you merchandisable coverage of this key market. 


A Brush-Moore newspaper, represented nationally by Story, Brooks & Finley 
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AFA Program Puts Stress on Activity 


to Eliminate Abuses in Advertising 


New York, Sept. 9—The Adver- 
tising Federation of America has 
printed a new pamphlet for mem- 
ber clubs indicating some changes 
in the AFA platform for the com- 
ing year and urging greater activi- 
ty on continuing projects. 

The biggest job facing member 
clubs, it points out, is the special 


ROCKY MOUNT 


NORTH CAROLINA 
One of the nine LARGEST cities 
in North Carolina, offering a field 
rich in Agriculture, Manufacturing, 
Tobacco Culture and Marketing and 
served by its only newspaper, the 
Evening and Sunday Telegram 
SEND FOR OUR STANDARD MARKET DATA BOOK 
Nationally Represented ty 


WARD-GRIFFITH CO. 
The Ward-Griffith Co maintains offices 


in all principal advertising centers 
—~ GET OUR CITY ZONE FOLDER — 


campaign to eliminate abuses in 
advertising. A strong committee 
should be appointed, the pamphlet 
says, “to promote a special meet- 
ing in the fall to initiate and to 
dramatize the campaign, to adopt 
and publicize to all advertising 
people a Statement of Principles or 
Code of Advertising to guide local 
business men,” and other work to- 
ward achieving new objectives for 
truth in advertising. 


s It calls for all-out effort to put 
over a National Advertising Week 
observation (this has been set for 
Feb. 15-21, 1953); participation in 
the Get-Out-the-Vote campaign. 
and local work on a new drive for 
better understanding of advertis- 
ing 

In addition, the pamphiet calls 
for continuation of: 

1. The national high school essay 
contest. 

2. AFA’s educational program of 


clinics, ad courses, etc. 

3. Watchfulness for harmful ad- 
vertising legislation through alert 
committees In every club. 

4. Club promotion of public serv- 
ice projects. 


Montgomery Rejoins Agency 

William A. Montgomery has re- 
turned to Richard G. Montgomery 
& Associates, Portland, Ore., agen- 
cy, after 19 months’ service in the 
Marine Corps. He is an assistant 
in production and media in his 
father’s agency. 


Dan River Appoints Howard 

Dan River Mills Inc., New York, 
has appointed Bentz Howard, for- 
merly assistant general merchan- 
dising manager of apparel fabrics. 
as merchandise manager of shirt- 
ings, staple colored goods and 
stormwear. 


Gets Palm Beach Hotel 


Hotel Monte Cristo, Palm Beach, 
Fla., has appointed Hoffman-Man- 
ning, New York, to handle news- 
paper, magazine and direct mail 
advertising. 
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MAIL ORDER 
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= Cappers Weekly's 
NEW MAIL ORDER 
" a | SHOPPING SECTION 


! (Tv FROM THE NATION'S SHOPS gh." ‘ 
scare) = Direct to You es 


BUDGET SAVING 

STYLES AND SIZES! 
From The Nation's Shops 
Direct To You 


Flexibility of Style and a vanety 
of economical sizes. Here they 


otters you 


only $ 60.00 per issue 


only $ 85.00 per issue 


| 

obaa only $115.00 per issue 
ol «5 only $145.00 per issue 
ol af mnly $175 00 per issue 


WRITE TODAY FOR 
COMPLETE DATA! 


We will send you at once a 
handy folder, giving complete 
information regarding circula 
tion, mechanical requirements 
ind other helpful material to 
ud you tn preparing copy tor 

From The Nation's Shops 
Direct To You.” Write today' 


Reaching the Rich Midwest Farm 


and Rural Town Market 


You can get an avalanche of LOW COST 


sales, through Capper’s Weekly’s new mail order 


shopping section. Your message will reach more 


than 400,000 prosperous 


Farm and Rural Town 


families in lowa, Nebraska, Missouri, Kansas, 


Colorado and Oklahoma. A tremendous audience, 


loyal to Capper’s Weekly —and long accustomed 


to purchasing by mail. 


Use Capper’s Weekly to test out your copy— 


in a proved medium covering a proved mail order 


market! Make your space reservation now! 
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er's Week 


12 Kansas Ave Topeko,Kansos 


Care(e 
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Cutex Ads, Display Pieces Also Promote 
Six Other Advertised Cosmetic Products 


| New York, Sept. 9—Seventeen page listing the related items, will 
magazines will carry a related- run in Cosmopolitan, Life, Modern 
jitems ad that will tell the ladies Romances, Modern Screen, Motion 
jthey can achieve “that beautiful) Picture, Photoplay, Redbook, 
American look” by 
using Cutex nail 
polish and lipstick, 
| Chlorodent tooth- 
| paste, Lady Esther 
| four-purpose cream, 
Lilt home perma- 
nent, Maybelline 
eye makeup, Pac- 
quins silk ‘n satin 
lotion and  Prell 
shampoo. 

The “all-beauty” 
promotion, sponsor- 
ed by Northam War- 
ren Corp., features 
six cosmetic items 
that are not compet- 
itive with Cutex 
and which are pop- 
ularly priced and 
nationally adver- 
tised. 

To merchandise 
the drive, which 
headlines Cutex Red 
Hot ’n Blue nail polish and lip-; Screen Stories, Seventeen, Silver 
stick, Warren has designed mer- Screen, Today’s Woman, True Con- 


it’s fresh! it's fabulous! it’s for YOU... . “thot 


“Bro Horn Bive” 


aanpamr 


chandise units and display ma-|fessions, True Story and other 
terial for all the related items. magazines. 
They are created expressly for Last spring, Cutex ran a “Strike 


variety and drug stores and super- Me Pink” promotion, which was 
markets. “the first time that a fashion tie-in 
had ever been launched at the 
@ J. M. Mathes Inc., the Warren variety store level.” 
agency, called it “the first time in 
the history of the cosmetic and Krueger Boosts Jewett 
toilet goods trade that a related-) Edward H. Jewett III, market 
items promotion is being offered”) research analyst G. 
to such stores. Brewing Co., 
Point of sale material includes been appointed assistant advertis- 
window and counter displays, win- ing manager. He has been with 
dow streamers, counter signs, bin- | Krueger since 1949, and is a grad- 
cards, shelf-talkers and badges for Uate of National Brewers Academy 
onken Gave & Consulting Bureau of New York, 
” eae la " sa .., a private educational and research 
Ads, beginning Sept. 26 with institution which issues master 
pages in color on Red Hot ’n Blue prewers certificates to its grad- 
and a b&w trailer on the facing uates. 
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- THE Buffalo MARKET... 
. NEW YORK STATE'S 2nd LARGEST MARKET 


a - 


SELL THE NEWS READERS AND YOU 
SELL THE WHOLE BUFFALO MARKET 


BUFFALO EVENING NEWS 


EDWARD H. BUTLER KELLY-SMITH CO. 
Editor and Publisher 7 . 


WESTERN NEW YORK’S GREAT NEWSPAPER 
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Auto Dealers 
Will Offer Free 
Rides to Polls 


WASHINGTON, Sept. 10—Automo- 
bile dealers and local automobile 
dealer groups are being urged by 
the National Automobile Dealers 
Assn. to join in a vigorous news- 
paper and radio drive to “get-out- 
the-vote” for the national election 
on Nov. 4. 

Dealers are being asked to do 
more than exhort the voter. They 
are to take to the press and the air 
with offers of free rides to the polls 
for those who need transportation. 

“Lots of groups are urging peo- 
ple to vote,” NADA tells its mem- 
bers. “But something more than 
talk is needed. 

“No other business man is in so 
enviable a position to offer trans- 
portation to the polls. 

“Voters need transportation, and 
every automobile dealer has the 
answer.” 


s NADA’s president, J. Saxton 
Lloyd of Daytona Beach, thinks 
the get-out-the vote drive is a 
great public relations opportunity 
for dealers. 

“This is the point of sale. ..and 
we are selling the preservation of 
a system of government which 
guarantees that every man may en- 
gage in business in a free, compet- 
itive market.” 

The promotion will apparently 
be double-barrelled, with local 
dealer groups and individual deal- 
ers all participating. Special kits 
of promotional material have been 
prepared for dealer groups. In ad- 
dition, individual dealers are of- 
fered banners, posters and other 
materials at nominal cost of $16.50. 

“We can’t sit back and twiddle 
our thumbs, no matter how will- 
ing we are to make our cars avail- 
able,” Mr. Lloyd told the associa- 
tion’s 3,000 area chairmen. “This 
is a promotional job.” 


@ At least 10 state associations 
have already indicated that spe- 
cial budgets will be available for 
cooperative promotion of the cam- 
paign, NADA said. Additional state 
groups are still developing their 
plans. Hundreds of local dealer 
groups are expected to use the 
newspaper mats and radio continu- 
ities which NADA is distributing. 

The offer of a free ride had to 
be withdrawn in five states, where 
it conflicts with election laws. In 
Minnesota, Nebraska, Utah and 
Nevada, NADA’s campaign mate- 
rial was modified to eliminate 
any offer of transportation. 

Oregon will not permit dealers 
to participate in any get-out-the- 
vote promotion at all. 

The slogan of the campaign is 
“Vote as you please—But vote.” 


Federated Earnings Drop 
Federated Department Stores 

Inc., Cincinnati, reports that its 

nine stores’ net sales for the fiscal 


period ended Aug. 2 amounted to) 
$425.056,696 as against $402,264,- | 


016 the previous year, but net 
income dropped from $16,943,612 
($4.71 a share) to $14,537,891 
($4.08). Its nine operated stores 
are Shillito’s, Cincinnati; Bloom- 


ingdale’s, New York; Abraham &) 
Store, | 
Milwaukee; Filene’s, Boston; Fo- | 
ley’s, Houston; Halliburton’s, Okla- | 
homa City; F. & R. Lazarus, Colum- | 


Straus, Brooklyn; Boston 


bus, O., and Sanger’s, Dallas. 


Manzey Joins Sharp Agency 
Russell .F. Manney, for many 
years copy and contact man and 
radio director of Campbell-Ewald 
Co., Detroit, and later manager of 
marketing and merchandising of 


food accounts with Batten, Barton, | 


Durstine & Osborn, New York, has 
been appointed v.p. of Ralph Sharp 
Advertising, Detroit, in charge of 
account services. 
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Helps Move Fresh Peaches 


Flako Products Corp. New 
Brunswick, N. J., has launched a 
special drive to help retailers move 
their fresh peaches—as well as 
sell Flako’s Cuplets cup cake mix. 
Thirty-one metropolitan newspa- 
pers carried 495-line space on 
peach cream cake Sept. 11, two- 
thirds pages ran in September is- 
sues of Family Circle and Woman’s 
Day, and radio and TV are being 
used (mostly station breaks on 
TV). H. B. LeQuatte Inc., New 
York, is the agency. 


Garment Maker Uses Mats 


Martha Manning Garment Co., 
St. Louis, manufacturer of medi- 
um-price dresses, reports that a 
survey of its dealers shows that 
58% want to run color newspaper 
ads. As a result, the company is 
offering a 1,000-line ad in mat 
form to all dealers, suitable for 
black and one color copy. (Burnt 
orange is suggested for the back- 
ground color “as suitable for the 
time of the year when the ad will 
appear.”) Roman Advertising Co., 
St. Louis, is the agency. 
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“TEST TOWN, U.S.A.” 


Want to reach all the people of South Bend, Indiana with 
your selling message? There’s only one practical way 

advertise in the South Bend Tribune. No other medium 
gets your story across to more than a small percentage of 
the people in this great market. With the Tribune you get 
103.1% coverage of South Bend’s Metropolitan Area (St. 


Joseph County)! Get all the facts on Indiana’s Blue Rib- 


bon Market. Write 
for free market 
data book, “Test 


Town, U.S.A” 


STORY, BROOKS & 
FINLEY, INC. 
NATIONAL 
REPRESENTATIVES 
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responsive families and whets their appetites for new pleasures, new products! 
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Zig-Zag or Nice, Even Type Margins? 


Now the CM Gets Nasty About Babies 


THE NATIONAL NEWSPAPER OF MARKETING 


Copy. a Blend of Algebra and Music 


John Falkner Arndt Occupies Own Building 


Tips for the Production Man... 


Universal Use of Zig-Zag Margins? 


By Kenneth B. Butler 


If our department looks different this 
week, it isn’t that we’ve gone tip-and- 
ring. It’s purely an experiment, the re- 
sult of a discussion with our AA boss, Sid 
Bernstein. 

Sid wondered, out loud, over a martini, 
just why printing and typesetting sticks 
to the flush-left and flush-right method 
of line justification invented way back 
when. Functionalism has come to every- 
thing else, why shouldn’t it come to type- 
setting? How would it work out in ap- 
pearance, in typesetting time, and most 
importantly of all, in word count? 

So you are the guinea pig. 


s Our column is being set in two parts: 
this half, in the normal flush-at-margin 
arrangement. The other half of the column 
is being set staggered or zig-zag margin 
arrangement. You will know how it comes 
out as soon as we do. As to any compari- 
son in appearance, it is up to you to say. 

This experiment could hardly be con- 
sidered conclusive. What may look well, 
or very bad, in a few column inches, 
might look totally different if carried 
out entirely in our newspapers, ads and 
magazines. 

Insofar as possible, we have tried to 
write both halves of this column with an 
equal character count, and with equal 
number of paragraphs. The printer has 
been instructed to hyphenate no words 
in the experimental paragraphs, but just 
to stop the line when he is near the close. 

With practice and with modern quad- 
ding devices on slug-casting machines, 
the zig-zag margins should reduce com- 
position time. It takes time to hyphenate 
and occasionally to hand-justify. 


Employe Communications... 


There is nothing new about zig-zag 
margins, since the early Caligraphers 
penned their manuscripts in this fashion. 
When movable types came in, printers 
increased or decreased the space between 
words so that lines would come out flush 
right, making printing a pattern of neat, 
square blocks, broken only by the 
paragraph indentations and widow lines. 

Ottmar Mergenthaler strengthened this 
practice when he invented the Linotype, 
which uses wedge-shaped space bands 
between words. 


= These space bands are expandable, to 
widen space between words so that lines 
come flush right. This, plus letterspacing 
of words that are long (to make lines 
cast) sometimes gives composition an 
uneven tone. 

Zig-zag margins have been resurrected 
in recent years, and are widely used by 
modern typographers. In advertising 
composition and magazine layout, 
particularly, are they being given a good 
workout. 

Ragged margins appear at their best 
when line-spaced, which this experiment 
is forced to forego. They also look best 
when the lines vary in length more 
pronouncedly than here. 

Zig-zag margins are a natural form, for 
they are closest to our handwritten letters 
and typewriting. 

If AA’s noble experiment is successful, 
it will please the makers of offset 
composition machines, such as the 
Vari-Typer. Adopted as standard, it would 
eliminate the second typing now required. 
And the Post Office Department would 
have to change its ways, because 
somewhere they have a rule about this, 
anent second class privileges. 


Workshop for Plant Communicators 


By Robert Newcomb and Marg Sammons 


In the immediate domestic family of 
Socony-Vacuum Oil Co., there are 25 pub- 
lications for employes. One is a large 
printed magazine for all employes; the re- 
maining 24 are produced locally for em- 
ployes in the various marketing and man- 
ufacturing areas. Because each unit in 
which a publication is issued is completely 
responsible for it—in keeping with a 
strong company policy of decentralization 

—there is a wide divergence as to size, 
format, typography, frequency of publi- 
cation, editorial content and even edi- 
torial policy. Only one of the 24 local or 
sectional papers has a full-time editor. 

The editors generally are staff people 
who devote part of their time—usually 
the smaller part—to the editing chore. One 
editor is the plant chemist. Several are 
industrial relations people and a few are 
from the advertising department. Two 
editors are managers’ secretaries, and one 
is the manager of a sales division. Few 


HOW TO DO IT—Editors and staff members 
of 24 local papers of Socony-Vacuum Oil 
Co. gather at New York headquarters for 
second annual workshop session. Elmer 
M. Applegit, Socony’s publications co- 
ordinator, stands at right. 


have had formal instruction in journalism; 
practically none have had previous ex- 
perience in journalism of any kind. But 


what they lack in wrising skill they over- 
balance with enthusiasm. 

Socony-Vacuum officials last year took 
the stand that these journals deserved not 
only financial support—which they al- 
ready have—but also the technical counsel 
and assistance for which the editors asked. 
Thus the editors were brought into New 
York headquarters for a two-day session 
on news gathering, news writing, the pub- 
lic relations phases of industrial publish- 
ing, layout, printer and engraver con- 
tacts. The company’s public relations and 
industrial relations departments combined 
to give the editors something chewable to 
take back home. 

The recipe was good, and a short time 
ago a second seminar was held. This was 
a workshop session, tailored to meet the 
needs of the visitors. There were three 
panel discussions, on “what we should 
print in our local publications”; “how we 
can get more plant and local news” and 
“what the editor should expect from com- 
pany headquarters.” 


Three guest lecturers handled workshop 
assignments—one on headline writing, one 
on industrial design and one on photog- 
raphy. Editor-guests wrote headlines for 
critical appraisal; they took scissors and 
paste pot and made layouts, and they held 
a round-table discussion on how to take 
more interesting pictures, and then posed 
them for a series of typical around-the- 
plant situations. 


® The effect on editor morale, brought 
about through these skull sessions, has 
been immediate and heartening. The local 
scribes go back to work with new view- 
points, sharpened enthusiasms, and some 
practical, grass-roots, ready-to-apply 
knowledge. The Socony organization has 
not been the first to develop this head- 
quarters training program for plant edi- 
tors, but its program looks suspiciously 
like the best. It has been worked up by 
Elmer M. Applegit, Socony-Vacuuin’s 
publications coordinator at 26 mecca B 
New York. 


The Lasker Story... As He Told It 


XI 
He Spreads Himself Thin and Has a Breakdown 


Last week Mr. Lasker ended “the prologue” to this 1925 talk to the 
Lord & Thomas staff by explaining how he acquired full control of the 
agency by buying out Mr. Erwin. In this instalment he explains how his 
spreading interests finally brought on a breakdown, and delivers some sage ; 


comment on the folly of being owner and advertising agent for the same 


business. 


But the mistake that I made was this. 
I had no faith in art in copy. My theory 
was, and is, this, but my interpretation 
was wrong, and my competitors proved it 
was wrong and I admit freely not only 
that it made advertising more salable, but 
that it made advertising pay better. I was 
wrong. 

My theory was this: That a picture 
should only be used where it told a story 
better than words. My theory was, fur- 
ther, that there are pictures that can tell 
stories much better than any words can 
ever tell them, and the proof of it is that 
every newspaper has a cartoonist or 
cartoonists, and wherever they have a 
major policy that they want to put over, 
they use cartoons. : 


s The whole world gasped 30 years ago 
where William von Hohenzollern was 
leading through a cartoon showing him 
dropping Bismarck off the side of a ship, 
and the title of the cartoon was, “Drop- 
ping the Pilot Overboard.” All the books, 
all the columns written, didn’t appeal 
to the hundreds of millions like that one 
cartoon that is remembered today, by 
Thomas Nast, that greatest of all cartoon- 
ists, who put Boss Tweed in the peniten- 
tiary through his cartoons, long after all 
the newspaper space had failed, because 
the story got home so quickly. And I know 
now, many years later, the world re- 
members McCutcheon’s tribute to Pope 
Leo XIV, when he died, as they don't re-’ 


member any of the tens of millions of 
columns written about him, for that car- 
toon was reprinted by most of the papers 
in all the civilized countries of the world. 
It simply was a picture of the world, of 
the globe, and a band of crepe around it. 

So the same theory ran through my 
mind always, and does today, on the use 
of pictures in advertising. If you want just 
pictures for pictures’ sake and an art 
gallery, remember that advertising is 
commercial. Pictures should have the 
same relationship to the advertisement 
that a cartoon does to the editorial col- 
umns of a newspaper. 

In editorial columns the thought is 
there, but the newspaper puts an editorial 
over stronger through a cartoon than it 
will through all its arguments, because 
more people can read pictures than can 
read type. I have always believed in pic- 
tures, but I fought the “art” in pictures, 
feeling that the art would get so domi- 
nant that the cartoon part would be lost 
Do you follow me? That the very fineness 
of the picture would kill the cartoon. 


s Well, I was wrong, because there was 
a way to work it out. There are no more 
necessary nor valuable members on tine 
staff of Lord & Thomas today than our 
artists, and they have improved the qual- 
ity and the pulling power of our copy. I 
was wrong, because (I have to talk of 
myself) I was tired out, I was worn out. 

I had started here in 1898 and by this 
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time it had gotten to be 1912 and I had 

known nothing but work. It may not 

sound like much to you, but I wouldn't 
give 50 lives for having lived with those 
men who defined advertising and proved 
it. But it was hard work living with 
them and managing them and training 
others to do it. And the awful turnover 
that came in our business—we couldn't 
hold men, because they could make so 
much more elsewhere 

I couldn't afford to pay them, and I 
will tell you why. One might say, “Why 
couldn't you pay them as much as any- 
body else’” The answer is, because our 

line got so you could only take one in a 

line [that is, competitive accounts could 

not be handled]. Here I would have a tire 
account or an automobile account. There 
would come along one of these fellows, 
and I was paying him $10,000 or $15,000 
or $20,000 or maybe $25,000 and he could 
get another automobile or tire account 
and make several times as much, and the 
very fact that we were so good forced on 
us a constant turnover 
That is why today when there are so 
many good advertising agencies, our turn- 
over should be infinitely less, our turn- 
over in men. In a subsequent stage of our 
business our turnover was very large, for 
another reason, which I am going to cover 
with you in due course. 
But by that time I was just worn out, 
and my wife took me to Europe, where 
“Sy had a breakdown that kept me five and 
re-half months. I couldn’t talk five con- 

Gecutive minutes without starting to weep 

Binally I had to be left in a sanitarium. 

You think managing copywriters is a 

Hap! You have taken some hairs out of 

me! 

@ But it is all right. I get a thrill out of 
ery one of the great ones I ever met 
get a thrill, and I want to say that to- 
y I believe—I know—the best copy- 
iting is being done in Lord & Thomas 
at ever was done in its history. Never 

. s there such good, able copywriting 
ne as is being done in Lord & Thomas 

t@day. As those who are great men who 
e here now pass out [of advertising], 

Bich I hope they never will until cir- 

cumstances force them to retire, I will 

pBy my tribute to them in meetings like 
this, but I never tell a man while he is 
vith me what I think of him, either way. 

- may go both ways. 

+ Now, I am ferced to talk about myself 

and my health because it has a lot to do 

with this business. This business went up 
and down. Mr. O'Dea is beginning to be 
an old timer. [Mark O’Dea, for many 
years a copy chief at L&T, helped write 
some of the house ads which were the 
principal reason for the L&T staff meet- 


ing at which this speech was made. Mr 
O'Dea was later—1930-1943—a partner in 
O'Dea, Sheldon & Canaday and a promi- 
nent writer on advertising subjects. Re- 
tired, he now lives in Woodstock, Vt.] If 
I would go up the business would come 
up; if I would go down, the business 
would go down. It was all built around 
my personal contact with my associates. 
Is that right? Showing that I was not 
a trained executive, I had no experience 
in being an executive; I had been a news- 
paper reporter. 

I came here expecting to stay only a 
few months, to learn something about 
the business end [of newspapers]. Then 
I got intrigued by the great force with 
which we were playing and, as a student 
of that force, I got bit; but I was no ex- 
ecutive. I didn’t have in me the instincts 
of an executive. If I felt pleased with a 
piece of work, I said it, and if I didn’t, 
I said it; and if a man didn’t do it well 
enough often enough, I didn’t have the 
patience—I just said “good-bye” to him; 
and if he did a piece of work awfully 
well, I praised him so much that he got 
a swelled head so that it was impossible 
to live with him. I spoiled a lot of them, 
because I loved, as I do today, advertising 
well done with a passion that a horse 
lover loves horses. 


s Well, I broke down, I was sick. I stayed 
five and one-half months in Europe. I 
came home for one month and saw I 
couldn’t work. | went down in Mexico 
for four months. I came back. By that 
time we had grown to about $8,000,000 
business. We kept growing. I came back 
just as the war started, in 1914. 

By that time I had started having a 
little money and I had invested with cli- 
ents at their request. But the war came 
on and I was spread out thin and I had 
to give my time to my thin spread and 
I couldn’t give it to Lord & Thomas. I 
virtually stepped out during the war; I 
had to let the boys run the business. Er- 
win and Wasey left at the beginning of 
the war. Well, they left then, and just 
at that time I stepped out of the business 
to look after these outside investments. 
You see, when I would advise a client 
to push his business I would say, “To 
prove to you that I believe what I do, if 
you want, I will put money into it,” and 
finally I found myself with several enor- 
mous institutions on my hands, as the 
manager of them, and I couldn’t attend 
to Lord & Thomas. 

And I proved what I am going to say 
to you, that no advertising agent should 
be the inspiring genius of a business or 
it will fall, because I failed with every one 
of these businesses; and every client I 
ever had whose advertising I did, who 
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sized heads off, drool over their 
food and sleep. 
If some anemic, underweight 


told us how 


vocabulary. 
Which brings us to the puppy. 


a few minutes of purchase. 
his back or belly 
junior’s trap. 


Perhaps we are being too realistic. 


it in a Lennox Aire-Flo heater. And, 


Free Aire 


Three things we loathe in advertisements that come to our attention are 
babies, puppy dogs and Teddy bears. A fourth is white-haired old ladies. If 
Alben Barkley weren’t so busy making speeches, we’d swear he ghosted them 


We loathe particularly babies who talk like sophisticated adults. First of 
all, we know from bitter experience that babies do little but bawl their over- 
undershirts and appreciate little beyond 


individual with 
chilblains—properly identified, of course, along with his attending physician— 
comfortable he’s been since he installed a Lennox Aire-Flo 
heater in his home, we’d be much more likely to believe what Lennox nas 
to say about itself than we happen to be after seeing this illustrator’s con- 
ception of a cute infant and some copywriter’s 


This particular puppy looks as if its master 
has been force-feeding it on Old Forester. As for the Teddy bear—no Teddy 
bear with infant appeal ever retains two eyes, two arms and two legs beyond 
His sawdust life drips from a huge incision in 
over the carpet and one of his ears finds its way into 


Perhaps we have lived too long. Per- 
haps we have known too many infants, too many puppy dogs, too many Teddy 
bears. We, however, represent that portion of the population—aging rapidly 
and growing in number—who need the comfort of heat and who might find 
we regret to say, 
it leaves us cold—which, on this par- 
Lennox never dreamed of providing. 
Post’s complimentary list. 


whatsoever in this Lennox ad. In fact, 
ticular day, is a service we are sure 
And for free, too—since we are on the 


low blood pressure and 


conception of the in:ant’s 


we find no warmth 


didn’t have me in the management of 
the business, succeeded. 

I am going to talk to you about that at 
great length later on, to prove to you 
out of my own experience, with more ex- 
perience in that direction than any man, 
the limitations of an advertising agent. 
And there isn’t a one of those businesses 
that I failed in that I don’t believe if I 
had stepped out of the advertising busi- 
ness and gone into that business entirely, I 
wouldn’t have made a tremendous success 
out of. 

Well, I got so rushed with these other 
businesses that I couldn’t keep in touch 


Next week: Lasker, 


master of salesmanship-in-print, 


with Lord & Thomas closely enough... 


# I had so much to do with the outside 
businesses that I couldn’t office with Lord 
& Thomas any more and I built myself a 
private suite of offices in another part 
of the building and was forced because of 
war conditions and my large outside in- 
vestments to devote my time to my other 
interests. So I ran Lord & Thomas in- 
cidentally, the same as I ran these other 
institutions. I had my own office force 
and separate offices. I was in the same 
building a month without going up to 
Lord & Thomas. 


meets a Roosevelt 


at Oyster Bay, discovers the colonel is a master of personal salesmanship, 
and is launched on a political venture which eventually keeps him away 


from the agency business for most of five years. 
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Salesense in Advertising... 


Perhaps the Perfect Advertisement 
Is an Artful Blend of Algebra and Music 


By James D. Woolf 
Advertising Consultant 


A number of my correspondents 
have asked me for my personal definition 
éf Salesmanship in Print, the subject of 
the late Mr. Lasker’s stimulating talks 
to his staff at the old Lord & Thomas 
agency. 

This column has al- 
ways been strong for 
informative copy. Con- 
sistently, the view has 
been advanced that on 
purchases of any con- 
sequence most people 
want the important 
facts about the prod- 
uct—what it is, what 
it is made of, how 
it works, what it will do, how much it will 
cost, etc. I think it is quite likely that 
women, even more than men, are in- 
terested in details. 

Yesterday, for example, my wife was 
attracted to a full-page color ad in the 
current Saturday Evening Post featuring 
the Cycla-Frigidaire. Since we are in the 
market for a new refrigerator, she read 
the copy through carefully—then frowned 
and cast aside the magazine with a gesture 
of impatience. The absence of two im- 
portant facts not only irritated her but 
rendered her slightly hostile. Missing fact 
No. 1: A subheading called her atten- 
tion to “this big, true food freezer,” but 
failed in the ensuing text to tell her the 
capacity, in terms of pounds or cubic 
feet, of the freezer compartment. Missing 
fact No. 2: Nowhere in the copy was there 
the slightest hint of the approximate cost 
of the model so attractively illustrated. 


James D. Woolf 


® Hence it is that in many situations—de- 
pending on the product and the nature 
of the advertising objective—essential 
product information is a vital ingredient 
in my recipe for Salesmanship in Print. 

But I also believe that in many cases 
hardpan, detailed product data is of little 
or no interest to the consumer. I doubt 
very much, for example, that factual, 
reason-why product information would 
strengthen the appeal of the excellent 
copy now being used for such products as 
Coca-Cola, Seven-Up, Wrigley’s gum, 
Life Savers, and a host of other pop- 
ular items in this category. And then there 
is the conviction of a sales manager friend 
of mine (AA, Aug. 25) that “‘a friendly 
feeling’ for a product is nearly all the 
salesmanship that is sometimes needed.” 
Often, too, the language of the copy—the 
words that tell the story, factual or other- 
wise—is a tremendously important in- 
gredient in my recipe for Salesmanship in 
Print. 

A favorite book of mine, “Human 
Traits,” by Irwin Edman, Ph.D. (Hough- 
ton-Mifflin, 1920), has a fine chapter that 
deals in part with the emotional potency 
of artfully selected words. I should like 
to quote from what he says at consider- 
able length: 


s “Since language is primarily useful as 
an instrument of communication. . .it 
should be as unambiguous and immediate 
as telegraphy, algebra, or shorthand. But 
language has two functions...Words not 
only represent logical relations; they pro- 
voke emotional responses. They not only 
explicitly tell; they implicitly suggest... 
are clothed with emotional values...” 
As an example, Prof. Edman mentions 
England as an intellectual symbol...the 
name of a small island bounded by cer- 
tain latitudes and longitudes. “But,” he 
says, “England (that particular sound) 


...has become the center of deep and far- 
reaching emotional associations. ..may 
arouse such ardor and devotions as Henley 
expressed in his famous ‘England, My 
England.’ ” 

“Words,” continues Prof. Edman, “thus 
become loaded with all the energies that 
are aroused by the love, the hate, the 
anger, the pugnacity, the sympathy, for 
the persons, objects, ideas, associated with 
them. People may be set off to action by 
words (just as the bull is set off by a 
red flag), although the words may be as 
little freighted with meaning as they are 
deeply weighted with emotion.” 


8 There seems to be little doubt that the 
“psychological value” of words can be 
called into play with tremendous effect 
as an element of Salesmanship in Print. 
Edman points this out when he says: “Po- 
litical leaders and advertising experts, no 
less than poets, have recognized the im- 
portance of the suggestive power of words. 
Half the power of propaganda lies in its 
arousing of emotions through suggestion, 
rather than in its effectiveness as an in- 
strument of intellectual conversion.” 

At this point in this discussion I wish 
I could cite, from current advertising, 
some shining examples of skillful use of 
words that “provoke emotional responses.” 
But I have searched in vain through seven 
or eight August issues of popular maga- 
zines. As I have remarked in this place 
before, the level of advertising writing, 
considered solely on its merits as good 
writing, is dismayingly low. Only rarely 
indeed do we witness the skillful use of 
words in creating reader emotions and 
sympathies favorable to the product. 


s I read, in only two August magazines, 
that Royal Triton is “an amazing purple 
motor oil,” that Jeris is “America’s finest 
hair oil,” that the new Gulfpride H. D. is 
“the world’s finest motor oil,” that Colgate 
chlorophyll is the “Finest chlorophyll 
toothpaste 146 years of experience can 
create,” that Sky Chief is “the best motor 
oil your money can buy,” that “Luckies 
taste better” than, presumably, cigarets 
made by any other manufacturer, that 
Botany slacks are “the finest in the field,” 
that Old Schenley is “the greatest of all the 
bourbons,” that “Harvey’s Bristol Cream 
is the foremost sherry of the world,” that 
Marlboro cigarets are “unmatched by any 
other cigaret,” that “the Colgate way stops 
tooth decay best,” that the new Mum 
“contains amazing ingredient M-3 that 
stops odor longer,” that Dial’s AT-7 gets 
your skin “cleaner and clearer than any 
other kind of soap.” The italics are mine. 

Any office boy could have written that 
stuff. 

Five or six years ago I wrote in another 
place that most copywriters can’t write 
for sour apples. I see no reason now to 
modify this charge. They seem unable, 
because of laziness or lack of talent, to 
put together a piece of copy without re- 
sorting to the superlative or the compara- 
tive, or both. 


# I know of few who have the skill to 
come even close to writing the Lasker- 
Kennedy-Hopkins brand of reason-why 
copy. Moreover, they seem to possess lit- 
tle skill in the use of words that “im- 
plicitly tell...are clothed with emotional 
values...” 

My interest in good writing, in what 
Prof. Edman calls “the emotional value 
of words,” does not indicate any weaken- 
ing of my faith in informative “intellec- 
tual” copy. Probably the perfect piece of 
copy for any product of consequence 


would be a masterful blend of product 
data and words chosen for their psycho- 
logical values. Says Edman: “Language 
oscillates, to speak metaphorically, be- 
tween algebra and music.” So it might 
be that the perfect advertisement would 
be an artful oscillation of algebra and 
music. 
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Bacon long ago pointed out how men 
“worshipped words.” It always has 
seemed to me that one important con- 
sideration in the choice of words is that 
of connotation. In the familiar line of 
Wordsworth, “A violet by a mossy stone,” 
there is a wealth of emotional association 
that can be expressed only by suggestion. 


Mail Order and Direct Mail Clinic... 


Keys Are Important 


By Whitt Northmore Schultz 


Should you key mail order advertise- 
ments? 

What’s the best way to key mail order 
ads? 

Those are two questions I’m frequently 
asked by students in my “Selling by 
Mail” classes at a Chicago evening college. 

Yes, you should key every mail order 
ad. The key is an integral part of an ad. 
With it you can tell instantly which pub- 
lication brought what inquiry or order. 

There are many ways you can key an 
ad. Let’s take a look at five this week. 


8 1. Put an identifying letter just after 
your street number. If your address is 500 
Central St., for example, you could key 
your first ad 500-A Central St. In another 
medium you may be testing on the same 
product, you could list your address as 
follows: 500-B Central St. 

2. Use department numbers. You could 
code one of your ads Dept. A, another ad, 
Dept. B. 

3. Use different initials before a name. 
For example, you could put, “Write Mr. 
A. Brown” in one ad and “Write Mr. B. 
Brown” in another. 

4. Vary the name, using a slightly dif- 
ferent version for each medium. In one 
ad, for example, you could write your 
signature like this: Linda, 100 Main St., 
Milwaukee, Wis. In another ad you could 


The Eye and Ear Department... 


write, Linda Co. In still another ad, you 
could use, The Little Linda Co. 

5. Put code initials inconspicuously on 
the order blanks sent in by customers. 
For instance, “hg,” placed in the far 
corner of the order blank, could indicate 
that the order came from House & Garden. 


® So often mail order newcomers forget 
to key ads. And should they be running 
two or more ads while testing, orders re- 
ceived from these ads cannot be linked 
to the ad doing the best job. 

Hence, when new ads are scheduled 
after successful testing, the amateurs can’t 
determine where the best response will 
come from, because they don’t know 
exact job each test ad did. A lot of mo 
is lost by this oversight. 

Here’s another keying tip: By us 
department numbers you can determihe 
not only the medium bringing returfs, 
but also the month the ad appeared. 


: 

z 
e If, for example, you keyed your a@, 
Dept. AH-10, you’d know that orders 
addressed would be coming from Amefi- 
can Home (AH), and from the Octo 


(10) issue. 
You should take time to key your ads. 
Your results can then be tabulated a 
you'll be able to re-schedule only 


most profitable media for the item you 
selling by mail. 


: 
' 
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Highly Entertaining 


TV addicts torn between watching a 
whodunit and listening to a quiz can avoid 
the cost of an additional set by tuning in 
“Your Lucky Clue’—sponsored by Lucky 
Strike (who else?) over CBS-TV, Sunday 
evenings from 7:30 to 8. 

“Your Lucky Clue” takes place in a 
very practical panel-type set in the form 
of a V, with Basil Rathbone—your master 
of ceremonies—sitting at the base of the 
V, and two of the four-man panel on 
either side. 

Rathbone introduces three films, each 
having to do with murder. In each film, 
the murderer denies his guilt, but—during 
its showing—a clue appears providing ir- 
refutable proof that he pulled the trigger. 

The professionals who appear on the 
program, men like John Gleason, chief of 
police of Greenwich, Conn., do fairly well. 
But a man like Alfred Bester, who writes 
whodunits, is practically unbeatable. One 
of the reasons probably is that the mur- 
ders portrayed are not adapted from real- 
life murders, but are concocted in the 
mind of someone who makes his living 
writing murder mysteries, rather than 
causing them or solving them. In all fair- 
ness to the professionals, Mr. Rathbone 
some evening should present the picturi- 
zation of an honest-to-goodness murder 
case. 

“Your Lucky Clue” is a little slower 
than most quiz programs—chiefly because 


it takes longer to present a murder than 
it does to ask a question. Rathbone, with 
his clipped accent, looks and sounds more 
like Sherlock Holmes than a quiz master 
—anad you are not surprised that the 
amateurs prove better at solving these 
fictional crimes than do the professionals. 
In fact, on one program, Rathbone seemed 
so embarrassed when the professionals 
failed to come through he apologized by 
explaining that, in the films, great care 
is taken to disguise all “practical matters” 
in order to make the solution more diffi- 
cult to come by. 

The commercials feature Luckies’ “tear 
and compare” test. Hands tear two cig- 
arets down the middle, one a Lucky, the 
other a competitive brand. The competi- 
tive brand spills tobacco shreds all over 
the place. The Lucky, when its paper 
sheath is removed, just sags a little but 
manages to cling together. 

With the price of cigarets what it is, 
it seems to this reviewer that this is a 
hell of a costly way to prove superiority 
in a cigaret. 

While “Your Lucky Clue” combines the 
intrigue of the whodunit with the mental 
titillation of the quiz, it’s difficult to 
say that this makes it twice as good as 
either separately. Nevertheless, it’s a 
highly entertaining type of program— 
more of an innovation in the category of 
the quiz than in that of the murder mys- 
tery. 
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The urgency of space when an agency 
expands is believed to have been solved by 
John Falkner Arndt & Co., Philadelphia. 
In fact, this problem is not expected to 
hamper Arndt operations for many years 


to come 
The purchase of a four-story building 


man at 160 N. 15th St. in the Quaker City pro- 
‘ vides the Arndt agency with 40,000 square 
4 feet of floor space and in a choice center- 


city location 

For show purposes and as a work place, 
the new building required a thorough in- 
ternal rearrangement. Narrow wrought- 
iron balconies were ripped out to provide 
wide, bright corridors. A vast, sloping 
amphitheater was leveled and partitioned 
for production and for a spectacular, ver- 
satile conference room. 

In keeping with Philadelphia custom, 
the decor incorporates the early American 
theme. However, the business phase of the 
agency is strictly modern with a highly 
mechanized accounting system, twin con- 
sole switchboard, a self-service elevator, 
indirect lighting, a large research library, 
' ample storage and file space, and a dual- 
purpose conference room for both formal 
' and informal meetings. A recessed folding 
door partitions the room when necessary, 
pand cork panels in one section allow for 


} posting layouts quickly. 
S Each department is so arranged that a 
} smooth flow of work moves from adminis- 
trative through all departments until a 
campaign is completed 
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Philadelphia Agency, with an Eye on Future, 
Redesigns a Four-Story Building 


FIRST ViIEW--Seen through the wide entrance arch, the reception 

room looks restful and inviting, with its blend of traditional and 

modern, indirect lighting and soft color. Two operators handle 
the twin console switchboards at left. 


COMBINATION The conference room has a sliding door between 

the conventional grouping at the far end and the informal meet- 

ing place in the foreground. The curtain (rear center) conceals a 
motion picture screen 


PRODUCTION—This large room on the main floor of the building 

has ample space for the production crew and its equipment re- 

quirements. The glass enclosed office at the end of the room is 
occupied by the production manager. 


QUIET CORNER—The president’s light corner office on the third floor 

of the agency’s remodeled four-story building is marked by its 

simplicity. Here John Falkner Arndt directs over-all operations 
of the company. 


MODERN TOUCH—This room, typical of the account executives’ and 

other administrative offices on the third floor of the building, has 

a light and airy feeling, with light wood furniture and colorful 
upholstery 


THE ARTISTS’ SPOT—Roomy, open cubicles line the window side of 

the big art department, which was designed to provide ample 

room for any kind of art job. The door at left leads to the art 
director’s office. 
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RTMA Adds Public 
Relations Duties 
to Ad Committee 


WASHINGTON, Sept. 9—It has al- 
ways been the “advertising com- 
mittee,” but from now on it will | 
be the “public relations and adver- | 
tising committee,” as far as the 
Radio-Television Manufacturers | 
Assn. is concerned. 

The name change, and expanded 
responsibility for the advertising | 
committee, was announced by Gen- | 
eral Manager James D. Secrest to- 
day as RTMA prepared for its 
three-day fall meeting. 

The committee is to hold its or- 
ganizing session Sept. 17. No mem- 
bers have been named. Mr. Secrest 
said the public relations and ad- 
vertising committee “will discuss 
plans for implementing and coor- 
dinating public relations activities 
of radio and TV set manufactur- 


ers. 


ABC Opens Recording Studio 
American Broadcasting Co., Hol- 
lywood, has announced the avail- 
ability of its recording facilities at 
the network’s new radio plant at 
1539 N. Vine St. Available equip- 
ment includes 22 Ampex tape re- 
corders and RCA acetate lathes 
for high-fidelity disc recording 
Other services include tape edit- 
ing, dubbing, instantaneous acetate 
or disc. The service is available 
for making audition recordings, 
spot announcements, program 
recordings, dubbing masters and 
air or line checks on either tape) 
ideas, air shows, talent presenta- 
tions, interviews or sound effects. 


Conway Directs Radio-TV 

William Gent Co., Toronto agen- | 
cy, has appointed Jack Conway as 
its radio and television director. | 
Mr. Conway has been with the 
program department of Canadian | 
Broadcasting Corp. and is the pro- | 
ducer of a program now seen on 
WBEN-TV, Buffalo. 


Regan Named by Hallicrafters 

Hallicrafters Co., Chicago, has 
appointed Neil T. Regan, Chicago 
public relations counsel, to direct 
its public relations. Mr. Regan was 
associated with Steve Hannagan 
& Associates, New York, before 
opening his own public relations 
office. 


Appoints Hoffman-Manning 

Hoffman-Manning, New York | 
agency, has been named to handle 
advertising for Taller & Cooper, 
Brooklyn manufacturing and engi- 
neering concern. Trade publica- 
tions, direct mail and newspapers 
will be used. 


Names Conaway & Klaner 

Fishing Tackie Trade News, 
Wilmette, Ill., has appointed Con- 
away & Klaner as its Pacific 
Coast representative. 


DUPLISTICKERS! 


Write today for your sample package of 
Duplistickers ... see how they will save 
you time and money on mailings. 


EUREKA SPECIALTY PRINTING CO. 
567 Electric Street + Scranton 9, Penna. 


DUPLISTICKERS are made 
only by Eureka 
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Southern California 4 A's 
Plans Industry Meetings 

Fall meetings of the Southern 
California chapter of the American 
Assn. of Advertising Agencies will 
be centered around specific indus- 
tries and feature panel discussions 
by marketing and distribution ex- 
ecutives of the industry involved. 

The opening meeting, Sept. 9, 
covered advertising und merchan- 
dising of packaged food prod- 
ucts. Fanel members were Chuck 
Stevenson, ad manager, Von’s Mar- 
kets; Dick Holderness, public rela- 
tions director, Certified Grocers of 


California; Roy Bateman, Levi- 
Bateman Co.; Paul H. Willis, gen- 
eral ad manager, Carnation Co., 
and Nort Mogge, Mogge-Privett. 
Russ Nagel, Erwin, Wasey & Co., 
was program chairman. 


Battersby Gets New Post 

Roy J. Battersby, with the pub- 
lic relations company since 1949, 
has been named director of pub- 
licity for Hill & Knowlton, New 
York. Named assistant director is 
Edward J. Doherty, who has been 
asseciated with the company for 
two years. 


NBC-AM Gets Serutan 

Serutan Co., Newark, is spon- 
soring Victor H. Lindlahr in a 
series of diet commentary pro- 
grams on NBC-AM. Time—Mon- 
day through Friday, 8:15-8:30 
a.m., EDT—was bought through 
Franklin Bruck Advertising Corp. 


Horstfall Shifts to Yearbook 


Gordon Horsfall, formerly sales 
manager of Aero Digest, New 
York, has been appointed director 
of advertising of two sister publi- 
cations, Aircraft Year Book and 
U. S. Government Advisor. 


2. 
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Mixter Back from Marines 

David M. Mixter, who has been 
on active duty with the Marine 
Corps Reserve for the last 18 
months, has returned to Benton & 
Bowles, New York, as assistant 
account executive on Instant Max- 
well House coffee. 


McLean Names Nusbaum 

William E. Nusbaum, formerly 
advertising manager of the John 
G. Myers Co., Albany, N. Y., has 
been named advertising manager 
of the McLean Department Store 
group, Binghamton, N. Y. 
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thone’s wo oxtia cost fm 
TICONDEROGA TEXT.” 


... Says the Printer 


“Most of my customers expect distinctive Ticonderoga 


Text to cost far more than ordinary text papers. The 


actual price always comes as a pleasant surprise.” 


Here’s what others say... 


THE PRODUCTION MAN . 


TICONDEROGA TEXT... for that LUXURY LOOK 


. «Wonderful 
printing qualities; wide choice of colors.” 


Distinctive Ticonderoga Text gives that extra richness of texture, 


the quality appearance so important in announcements, brochures, 


book jackets, programs, etc. 


. whether you print letterpress, 


offset lithography or sheet fed gravure. 


Choose from Brite White, Cream White or seven attractive colors. 


Deckle or plain edge, laid or wove finishes . . . envelopes to match. 


For your cover select Ticonderoga Text Cover Weight. 


THE INK MAN .. .’Great offinity for ink 
... excellent background for color.” 


THE PRESSMAN .. .“’Runs with less press 
time and spoilage.” 


“This job certainly 
looks good on 


TICONDEROGA 


Baternational Dye... 


PAPERS FOR PRINTING AND CONVERTING 


220 East 


42nd Street, New York 
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Mayer and Stone Call 
Abrams’ Suggestion Good 

To the Editor: We were both 
pleased to see the Jess Abrams 
article in the Aug 18 issue of Ap- 
vertisinc Ace. Mr. Abrams has of- 
fered another alternative for con- 
sideration in attempting to over- 
come the effect of the third class 
postal increase 

Indeed, if space advertising will 
do better than marginal or sub- 
marginal advertising, this the 
medium to use. If space advertising 
will do better than primary or 
secondary lists—fine, too 

We helieve it should be empha- 
sized all three of us are talking 
about mail order selling, not pro- 
No seller should stick with 


Is 


motion 


any medium blindly. The yardstick 


JUST ASK FOR MARIE: 
2-8655 and ask for 
next multi- 


: line 
Inc., 431 S 


Now .in our 23rd successful year 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome a 


should be—which medium or com- 
bination of media will produce 
the most sales at the most profit’ 
As Mr. Abrams ably points out, 
the only way to determine this is 
to test. Just as you test lists, test 
media. Let the results determine 
where your money will be spent. 

While the Mayer-Stone article 
was concerned solely with main- 
taining direct mail profits through 
increased mailings, we believe it 
would be well to list all five al- 
ternatives to the third class postal 
increase: 

No. 1. Increase the selling price 
of your product or service—if you 
can 

No. 2. Produce higher returns 
and higher revenue per thousand 
letters mailed through better of- 
fers, better copy, better formats, 
better lists. 

No. 3 
through more 
methods—the 


Lower mailing costs 
efficient mailing 
dropping of frills 


(where tests prove it profitable). 8 


No. 4. Use space advertising 
(where tests prove it profitable) 
as suggested by Mr. Abrams 

No. 5. Increase mail volume to 


INT-OF-PURCHASE is your last 
chance to clinch the sale. And the 
space in your dealers’ stores is free! 
So cash in on the pulling power of 
your advertising program with dy- 
namic, attention-getting PF decals! 


—" 


ort services, and 


Wr. D. Cat. ine vt 


decal merchandiser, says: 


SPOTLIGHT YOUR 
BRAND NAME 
WITH PF 
NAMEPLATE 
DECALS 


Vividly-colored nameplate decals like 
those illustrated as well as decal vol- 
ances, window decals, deoler-service 
decals, product decoration decals — all 
stick to their jobs of turning impulses 
into sales! 


without obli 


PF DECALS . 


Please send me your 


. your last link between advertising and the sale! 


Dept. AAP 


FREE BOOKLET “DECAL-WAYS TO SALES!” 
with samples of PF decals 


. Name 
“ Firm 
i Address 
als City 
PALM, FECH 
a2006©[WeEST C42 sTrRectr, 


Zone State 
TELER & CO. 
NEW yvor« 8, nw. Y~. 


mnarginal and sub-marginal lists 
(where tests prove it profitable) 
as suggested in our article of July 
‘. 
In the final analysis we believe 
the important point brought to 
light by both articles is this: Those 
who sell by mail order will never 
overcome the effect of the postal 
increase unless they investigate 
carefully all, and finally and firm- 
ly put into use one or more of the 

five alternatives outlined above. 

Epwarp N. MAYER JR., 

James Gray Inc., New York. 

RosBert STONE, 

The National Research Bureau 

Inc., Chicago. 
¥ . . 


Cooperation in Negro Field 
Very Much Alive: Johnson 

To the Editor: I was quite dis- 
turbed by the article, “Jet Lights 
Into Negro Newspapers,” which ap- 
pears in ADVERTISING AGE for Sept. 


The article, in reporting on a 
routine circulation study made by 
Jet magazine, gives the impression 
that we are preparing an attack on 
Negro newspapers and that the co- 
operative spirit which has existed 
among the Negro press is at an 


end, Nothing could be further from | 


the truth. 


Actually, the cooperative spirit | 


is functioning at its highest and 
most effective level at the moment. 
We are proud to report that the 
number of advertisers entering the 
Negro market is growing by leaps 
and bounds each day. This could 
only be accomplished by the whole 
Negro press working as a unit, 
working together to obtain the 


proper recognition of the multi-| 
billion dollar Negro market among | 


advertisers. 

We are also proud to report 
that members of our advertising 
staff have frequently 
mended the use of Negro news- 
papers to advertisers, to effective- 
ly implement their sales programs. 
And, Negro newspaper advertising 
salesmen have done the same for 
us. 

Thus, I can assure you that this 
cooperative spirit among the Negro 
press still prevails and will con- 
tinue to prevail in order to attain 
wider recognition of the Negro 
market. 

JOHN H. JOHNSON, 

Editor and Publisher, Jet, Eb- 

ony and Tan, Chicago. 

e a e 
Reprints Are Available 

To the Editor: In the March 17 
issue of ADVERTISING AGE an article 
appeared in the Feature Section 


titled “Does Your Sales Force 
Know How to Sell the Negro 
Trade?” 


As we are most interested in 
selling the Negro trade, I am anx- 
ious to procure about a dozen 
copies of this article and shall ap- 
preciate anything you can do to 
supply these. I shall await your 
prompt reply as to whether or not 
this is possible. 

IRWIN B. JORDON JR., 
Vice-President, John B. Stet- 
son Co., Philadelphia. 

Johnson Publishing Co., 1820 S. 
Michigan Ave., Chicago 16, has re- 
printed the article, and is making 
copies available to advertisers and 
agencies without charge. 

= © e 

New Crisis: Does Woolf 
Really Disagree with Woolf? 

To the Editor: In your July 14 
issue, James D. Woolf’s column 
Says in part: 

“Behind the counter salesman- 
ship, as everybody knows, is an 
absolute myth.” 

Mr. Woolf’s point was that he 
believes “the No. 1 impelling force 


jin the sale (he was talking about 


recom- | 
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advertising towels) just described , 


was advertising.” 

However: In Mr. Woolf’s section 
of Roger Barton’s “Advertising 
Handbook,” 1950, he says on Page 
196: 

“The most that a general ad can 
do is to send a prospective cus- 
tomer to a store, mildly interested, 
or half-sold, or fully determined 
to buy. THE ACTUAL BUYING 
TRANSACTION is completed by a 
salesperson, who frequently must 
apply all his arts of persuasion.” 
(The caps are mine.) 

Now unless I've missed the boat, 
Mr. Woolf disagrees with Mr. 
Woolf. 

Of course, Mr. Woolf may say 
| that in one case he says the sales 
clerk doesn’t help sell—whereas 
in the other he says the clerk helps 
make one buy—so there’s really 
no disagreement. But if that hap- 
pens, I'll think a hair’s being split. 

Maybe what I really want tp 
know is—should I cancel my sub- 
scription to ADVERTISING AGE, or 
throw away my “Advertising 
Handbook”? 

JAMES R. FLYNN, 
Cleveland. 

These columns are now open 

| for a rebuttal by Mr. Woolf. 


Williams’ Title Incorrect 

To the Editor: I hasten to tell 
you that the item is incorrect in 
ADVERTISING AGE of Sept. 1 saying 
that my son has been made gen- 
eral manager of the Roanoke 
Times and World News in Ro- 
anoke, Va. 

I am pleased that he has been 
made assistant to the general man- 
ager for he has just started out in 
the newspaper business. The gen- 
eral manager of the Times and 
World News continues to be 
Shields Johnson. 

CRANSTON WILLIAMS, 

General Manager, American 

Newspaper Publishers Assn., 

New York. 

+ e o 


Would Joust with Specter 
of Fuel Oil Shortages 

To the Editor: ...With reference 
to the item in your Aug. 4 issue, 
which says that in the opinion of 
| Petroleum Administrator for De- 
| fense Charles J. Hedlund a fuel oil 
;shortage can occur this winter if 
temperatures on the East Coast are 
normal. I cannot find that Mr. Hed- 
jlund did make that statement al- 
|though it is obvious that he was 
| attempting to stimulate the refin- 


ers to higher production of heating 
oils. 

In each of the past five years, 
some publication or, in fact, quite 
a lot of them, have predicted fuel 
oil shortages. As you may well 
know none of these materialized. 
It may be a good idea to scare the 
refiners into increasing their out- 
put but it is a bad subject for 
general publicity. 

In the statement by Mr. Hed- 
lund which has been boiled down 
in your column, you made the def- 
inite statement that he was ex- 
pecting a fuel oil shortage this 
winter, but he pointed out that 
the demand—assuming normal 
weather—-would be 18% above last 
season and that the refiners would 
have to get moving at a faster clip 
to meet it. 

The facts are fairly clear. We 
have ample production capacity 
and ample refining capacity. We 
also have plenty of transportation 
facilities, although with tanker 
rates not controlled the industry 
sometimes has to pay through the 
nose to get the oil moved. 

The only drawback to a surplus 
of fuel oil is an economic one. 
The product was frozen at a level 
too low in relation to gasoline, so 
it is understandable that the re- 
finers have to be prodded now and 
then to make them see their pub- 
lic responsibility. . . 

The main point in all of this is 
that there probably will never be 
an actual fuel oil shortage in peace 
time in spite of the unfounded 
rumors that get into circulation. 
The oil industry would not dare 
to go short on a product so vital 
to human health as fuel oil, un- 
less it wanted to invite nationali- 
zation of the industry. 

ROBERT GRAY, 

Editor, Fueloil & Oil Heat, 

New York. 

e e o 


‘Hardly Suitable,’ He Says 

To the Editor: The second line 
of the principal front-page head- 
line in your Sept. 1 issue says: 
“the Appliance Business is Lousy.” 

I am considerably surprised that 
you would permit a word like 
“lousy” to dominate the front page 
of your magazine! 

You call your paper the “Na- 
tional Newspaper of Marketing,” 
and yet you proceed with all 
the impropriety possible to permit 
the use of a word like “lousy” in 
the principal headline of your pa- 
per! This word may have attained 
some popularity status in daily 
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Practically One-Third of the 
1951 Food Sales in North Car- 
olina were made in the pros- 
_perous 33 County ‘‘Golden 
Belt of the South"’ 


*(SM 5/10/52) 


You can do a real selling job in this 
active, growing area with The 
| Raleigh News and Observer . . . the 
ONLY Morning-and-Sunday News- 
paper published in the “Golden Belt 
of the South.” 


| RALEIGH, North Carolina 


Food Sales 


$196,193,000° 


32% of N. C. Total 


-the-Kaligh 
a 


News and 


Observer 


OR 


‘3: 


RALEIGH, N. C. 


114,741 


Morning 


120,613 


Sunday 


(Publisher's Statement to ABC, 3/31/52) 


Rep: The Branham Company 
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conversation, but it seems to me 
that it is hardly suitable as pres- 
ently used. 

With all due respect to your edi- 
torial supervisors, I might quote a 
short paragraph from another crit- 
icism in your current issue: 

“We can’t see how the prestige 
and influence of ADVERTISING AGE 
can be benefited or increased by 
such illogical and _ superficial 
writing.” 

If you are going to publicize 
your magazine as a “newspaper,” 
you might as well follow the ex- 
amples of good taste set by other 
“newspapers,” such as the New 
York Times, the New York Herald 
Tribune, the Chicago Tribune, to 
say nothing of Printers’ Ink, Tide, 
etc. 

HARRY SIMMONS, 

Management Consultant, New 

York. 


Cups Promote Candidates 

To the Editor: I believe the 
readers of ADVERTISING AGE would 
be interested in seeing this unique 
medium for promoting the Presi- 
dential candidates this year and 
for contributing to the public ser- 
vice effort to get out the vote with 
the additional phrase on each cup. 
“He'll never win unless you REG- 
ISTER and VOTE.” 

We are distributing these Puri- 
tan Campaign Cups in packages of 
eight in drug and department 
stores, variety stores, 5 and 10s, 
etc., and supporting their sale with 
the enclosed display easel. They 


are also, of course, a natural for 
party rallies of every sort and we 
are encouraging this use by send- 
ing samples and information to 
committee chairmen of each party 
in each state. 

Maybe, as sales figures come in, 
we can develop our own election 
poll, or would it be that the more 
heavily purchased cup would in- 
dicate that that candidate’s sup- 
porters had more fervor or felt that 
he needed more support? 

Rosert H. HIGGONs, 

Manager, Advertising and 

Sales Promotion, The Ameri- 

can Paper Goods Co., Kensing- 

ton, Conn. 


Cheers and Applause 

To the Editor: I am impelled 
to send this brief note to congratu- 
late you on the Lasker series now 
running in ADVERTISING AGE 
which shows editorial imagination 
and initiative of the very best kind 
and will prove to be, I believe, 
one of the most significant which 
have been published in a long time. 

MAL Parks, 


President, Parks Publishing 
Co., Chicago. 
e . * 


Sheldon, and No One Else, 
Handles Breck’s Account 


To the Editor: Thank you for 
the nice publicity which appeared 
in one of your recent pages under 
the heading of the “Creative Man’s 
Corner.” 

We were a little disturbed to 
read the Aug. 25 issue under the 
article of “Carter’s Ink Is Going 
Back to Boston” and note that you 
had the William B. Remington Co. 
as the Breck agency. 

Charles Sheldon Inc. is the 
Breck agency and has been since 
1936. 


We think the Remington peo- 


ple are very nice New Englanders. 


We know them and like them and; 


we felt that perhaps your report 
in ascertaining the facts precisely 
created notoriety and not good 
publicity for all concerned. 

We hope that the rest of the facts 
are correct because New England 
is a fine place to live, to vacation, 
and to scheme advertising ideas. 

Epwarp J. BRECK, 
John H. Breck Inc., Spring- 
field, Mass. 
rs + + 
New Angle on The CM 

To the Editor: Every magazine 
is entitled to its “humour column.” 
ADVERTISING AGE should be no 
exception. 

Messrs Kraus, Smith and Glass 
[Voice. AA, Sept. 1] take the 
“Creative Man’s Corner” too seri- 
ously. The fellow who writes this 
column is just a comedian. Perhaps 
a poor one—but a comedian just 
the same! 

Ira T. PEACOCK, 

Advertising Manager, Canadi- 

an Oil Companies Ltd., Mon- 

treal, Can. 


To the Editor: What was George 
Washington Hill forced to reveal 
to the president of A&P? 

Please drop the other shoe. 

Dick Harris, 

Promotion Manager, Station 

WNAX, Yankton, S. D. 

Sorry...this is a family news- 
paper. 

* * - 
A Break—but Bad 

To the Editor: Pacific Mills must 
have experienced a rude shock 
when they saw their ad in Col- 
lier’s for Sept. 13. Running right 
into their lead illustration of a 
man on a rostrum is the headline 
for the story on Gerhart Eisler, 
“The Voice of ‘Hate America’.” 

JOHN ECKELS, 

Perry-Brown Inc., Cincinnati. 


7 * e 
Reproduces CM Article 
To the Editor: In the Aug. 11 
edition on Page 54 there appeared 
a very interesting article in con-| 
nection with the promotion pro- 


)gram which has been undertaken 


by the leather industry. We would 
like your permission to reproduce 
this article. 
M. BarRAsH, 
Vice-President, The Barash 
Co., New York. 


‘Thanks, Anyway’ to CM 

To the Editor: The Creative 
Man’s “New Heights” (AA, Sept. 
1) on Lincoln and luxury auto ads 
is enlightening to me. So today’s 
owners of luxury automobiles park 
thern in front of “Georgian houses, 
French Provincial houses and 
houses with huge white pillars in 
front”! 

Pardon my naivete for silently 
congratulating men of vision for 
setting a sleek new car against a 
backdrop of pool-side loggias lush 
with flora, glass walled living 
rooms complete with the glamor 
detail of built-in high fidelity sys- 
tems. 

I am glad to at last find out that 
the Lincoln-Caddie-Packard cus- 


71 


tomer abhors the bourgeois light 
and space of modern architecture, 
“flat-topped roofs” and “function- 
alism.”’ 

Thanks anyway for the superb 
and fitting elegance of the Lincoln 
car settings I have so innocently 
been admiring. No pseudo manors 
here. 

ROBERTA WHEELER, 

Copy-Cub—Salesman, News 

Journal, Daytona Beach, Fla. 


Of the 293,000 top ranking 
executives reached by 
The Rotarian, only 

32.5% 
are reached by the combined 
circulation of the other 
four leading executive 
publications. 


n't overlook 


NOTE: During its recent spot radio 
campaign on Zenith Hearing Aids, 
Zenith used separately keyed spots 
on FM and AM stations in many cities 
In several cases, 
outnumbered those from AM 

In others, FM was—on the basis of 
cost per inquiry—-the best broadcast 
buy. Here's real proof of the 

growing importance of FM! 


ZENITH RADIO CORPORATION 


* Chicage 39, Illinois 


6 RANA, 


=—S 


F. 


You're working in the city. Turn on your radio. Listen to one of 
your AM commercials. It’s coming through, clear as a bell, from 
that big transmitter nearby. Sounds fine, doesn't it? 

But there are many places in the country where that commercial 
of yours can't be heard at all—even though it's broadcast from 
an AM station right in the neighborhood. 

For in many places “radio climate” is such that the AM signal 
is torn to pieces by static, garbled by interfering “crosstalk.” The 
folks you're trying to sell can’t hear your message at all. 

FM solves that problem for you in many areas. FM is clear as a 
bell whatever the “radio climate.” So in making your time sched- 
ules—Don't Overlook FM. 


returns from FM 


oom ostacee RADIO 
and TELEVISION 
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Townsend Joins Newspaper 
Charles E. Townsend, onetime 
J. S. agency man and recently 

sales promotion consultant of the 

Herald Press, Montreal, has joined 

the sales and service department 

of Gazette Printing Co., Montreal, 
publisher of the Gazette. He once 
operated an agency in Burling- 


ton, Vt., and before that was an 
executive of J. Stirling Getchell 
Inc. in New York 


. . + you are 
looking for 


NATIONAL 
DISTRIBUTION! 


If you are @ manufacturer, distributor, or ad 
agency man it will pay you to get all 
the facts about quick, low cost national dis- 
tribution produced by the direct-to-consumer 
sa.es method 
The services of our experienced merchandising 
staff are available at no cost or obligation to 
u for initial planning, product end 
analysis, copy assistance and follow 
) Leern about this old and proven plap 
thousands of sales-wise men and 
women working for 1 in 48 states... 
their own expense. Write now to 


OPPORTUNITY MAGAZINE 


« ee te 
ses ee Mt es : ? 3 


Hayman Used a Lot of Kids, a Bus 
and Beer to Take Photo for Armco 


Studio and Ayer Nearly 
Met Their Match Getting 
Shot for Magazine Ad 


By Allen Sommers 

PHILADELPHIA, Sept. 11—among 
the unsung heroes of advertising 
are agency art buyers and the com- 
mercial photographers with whom 
they work 

When they set out to get a photo 
of a Hindu fire-walker or a close- 
up of a flying saucer to illustrate 
an ad, they naturally expect prob- 
lems. For instance, take a bus filled 
with normal children 

An N. W. Ayer & Son art buyer 
and Hayman Studios of this city 
met a busload of such problems in 
getting such a photo to illustrate 


' will appear in The Saturday Eve- 


ning Post this week. 

The ad was intended to point up 
the fact that school buses take a 
lot of punishment both from the 
weather and from their passengers, 
and that their paint stands up bet- 
ter when the body, seats and other 


steel parts are made of a special 


Armco paint-holding steel. 


@ The first problem was to get a 


bus in which the special Armco | 
steel was used. A local distributor | 


provided that. By the time the 
photographer was ready, the bus 
had been sold. Another had to be 
driven from the factory. 

What held up choice of the pho- 
tographer was finding one who had 
an air-conditioned studio into 
the bus could be driven. 


Dept, A136, 28 BE. Jackson Bivd., Chicago 4, 1. an Armco Steel Corp. ad, which which 
Prominent Users of Strathmore Letterhead Papers: No. 101 of a Series 
: 
| 
; 
: 
: 
STATE FAIR OF TEXAS 
Fw Shore (hanson of He Foaitarmt 
(eecnes Ema 
The fairgrounds of the State Fair of Texas, 
valued at $35,000,000, are probably the most 
: magnificent in the world. The nation’s largest ° 
: exposition in terms of atte? dance, last year's | 
16 day program drew 2,320,129 visitors. 
j 
QUA LITY. .. the biggest attraction of all! 


eo 


The great state fairs held in Dallas since 1886 live vividly 
in the memories of millions of Texans. Originally estab- 
lished to develop the vast and varied resources of the 
famous state, coupled with a view to the recreation and 
cultural enjoyment of the public, the State Fair of Texas 
has become “The Show Window of the Southwest.” Texans 
and their neighbors go to the Fair to learn about new 


things and new ways in agriculture and livestock raising, 


to broaden their cultural outlook... 


good time. 


-and simply to have a 


Progressive Texans know that quality is the biggest attrac- 


tion of all... bring to everything they do the understand- 


ing that mere “bigness” is not enough, that to be truly 


great any enterprise must be firmly established on quality. 
With this awareness of the importance of quality, the fair 
association naturally selected a Strathmore letterhead for 
the Fair's correspondence. 


Let the look, the feel, the rightness of a letterhead on 
Strathmore paper give a big impression of quality for you! 
Have your supplier show you the difference Strathmore 
quality makes. 


Strathmore Letterhead Papers: 
Brilliant 


Bond, Alexandra 


Bay Path Bond 


Strathmore 


Strathmore Parchment, Strathmore Se ript, Thistlemark 
Writing, Strathmore Bond. 


Envelopes to match converted by the Old Colony Envelope Company, Westfield. Mass. 


STRATE 


MORE 


MAKERS 
OF FINE 
PAPERS 


Strathmore Paper Company, West Springfield, Massachusetts 


Why an air-conditioned studio? 
Because the inside of the bus had 
to look as if a storm was raging 
outside. That meant that the boys 
and girls had to be wearing rain- 
coats, slickers and heavy clothing 
to put across the storm idea. 

But clothing like that is pretty 
hot if, as was the case, the photo 
is being taken in the middle of a 
record-breaking July heat wave. 
School kids are hard enough to 
handle under the best of circum- 
stances; no art buyer or photogra- 
pher in his right mind would dare 
load them with heavy clothing in 
above-90 degree heat and expect 
good results. 


8s Hayman Studios first measured 
their ground floor studio, which 
was air-conditioned. A half-inch 
clearance was provided. The bus 
arrived. The kids arrived. The 
photographer started to set up his 
| equipment. But wait. The aisle of 
| the bus was only 1214” wide. This 
| was insufficient room for a camera 
|/to set up. So the bus distributor 


This steel weathers 
the storm... 
inside and out 


ARMCO STEEL CORPORATION 


MOCLITOWN GHEO ETH FANT, AMD SALES OFMEE) FROM COAH TO COMt 
(6 AAO NTRAMA NOMA: CORPORA MON HORLD WOE 


AMC 
W/ 


was called in to take out eight 
seats on one side. 

The children then were ushered 
into the bus and were told to be 
natural. The photographer took 
several unposed shots, hoping for 
an unusual one. After a while he 
gave up that idea and posed each 
child individually and carefully. 
Eighteen photos later he had the 
shot he wanted. 

Rain effects on the outside of the 
bus windows were created by us- 
ing a mixture of beer and salt. The 
rainy windows look beautiful, ex- 
cept that 16 flash bulbs used for 
each photo burned out 50% of the 
effect. The selected photo had to 
be retouched. 

That was the end of the prob- 
lems. All except one, that is. Re- 
member the half-inch clearance 
the bus had, driving into the 
studio? Something had happened 
to it by the time the bus tried to 
get out. It did eventually get out, 
however, taking a little of the 
studio with it and leaving a little 
of the bus. 


AMERICA'S 
| FIRST 
ENGRAVER 


DAY-NIGHT 


REVERE PHOTO 


ENGRAVING CO. 


712 FEDERAL STREET, CHICAGO 5, ILL. WA 2-8816-7-8 
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GODFREY’S LATEST—Jerry Schorer (left), general sales manager for Star-Kist tuna 
fish, signs to join Arthur Godfrey's family of daytime sponsors on CBS Radio. On- 
lookers are Robert Davis (center), owner of Rhoodes & Davis, San Francisco, Star- 
Kist agency, and John Karol, v.p. in charge of CBS Radio network sales. 


P&G Dedicates New 
Research Labs 


CincInNATI, Sept. 11—As part 
of its long range program to de- 
velop new products and improve 
existing ones, Procter & Gamble 
Co. today dedicated its multi- 
million dollar Miami Valley lab- 
oratories, located near Venice, O., 
17 miles from Cincinnati. 

The new laboratories are an ad- 
dition to P&G’s chemical and engi- 
neering facilities, for basic re- 
search in soaps, synthetic deter- 
gents and shortenings. P&G has 
transferred its iong-range research 
programs to the new labs, together 
with a preliminary group of 110 
graduate chemists and chemical, 
mechanical and electrical engineers 
from 35 colleges and universities. 
They have three broad objectives: 


1. To learn everything that can 
be known about the fundamental 
chemical and physical properties 


of the materials used in the soap, | 


synthetic detergent and shortening 
industries, including drug products | 
and cosmetics. 


2. To explore the new materials | 


and basic processing methods that | 
will result in new products. 

3. To make engineering studies 
leading to the design of new equip- 
ment for processing and the im-| 
provement of existing production | 
methods. 


8 The laboratories, covering 257) 
acres with a floor area of approxi- | 
mately 127,260 square feet, took! 
two years to construct. Eighty-five | 
laboratories will be used by 300 


personnel. A library of scientific 
journals, books and patent files! 
numbers 5,000 volumes. Radio- 


something new 


A LA) 


As 


has been added to 


SS 


WARWICK TYPE SERVICE 


No more time-consuming paste-ups! Now you can have 
your type set directly on film or paper with Warwick’s 


sensational new Fotosetter! 


All you need do is send layout and copy to Warwick. 

Warwick sets type directly on film and assembles to your 

exact layout specifications. Film is ready for platemaker 
. so when you OK proofs your work is done. 


You'll save money because with 32 type fonts up to 36 
point at his fingertips the Fotosetter operator can “key- 
board” many large “handset” sizes. You'll be eliminating 
hand set type and expensive type metal too. 


It will pay you to get complete details on what Warwick’s 
new Fotosetter can mean to you. Write today to Dept. A5. 


WARWICK — 


920 WASHINGTON AVE. 
ST. LOUIS 1, MO. 


active tracers and an electron mi- 
croscope are among the latest 
equipment on hand. 


Bristol-Myers Signs Show 

Bristol-Myers Co., for Sal Hepa- 
tica, has signed to sponsor a new 
program, “The Jimmy Wakely 
Show,” starring Robert Linn, on 
12 stations of the Columbia Pacific 
Network, at 3:30-4 p.m. Sundays. 
Young & Rubicam, New York, is 
the agency. 


Rabinovitz Promoted 

Gould, Gleiss & Benn, Chicago 
marketing consultant firm, has 
promoted Joseph H. Rabinovitz to 
production manager. He has pre- 
viously served as advertising man- 
ager, service manager, staff statis- 
tician and assistant to the v.p. in 
| charge of production. 


| 
| Joins Beeson-Reichert 

Clyde L. Sussex has been ap- 
pointed an account executive of 
Beeson-Reichert, Toledo 
He formerly 
lagency and prior to that was as- 


sistant ad manager of National 
Supply Co., oil field equipment 
maker. 


agency. | 
managed a Toledo} 


Resort Plans Promotion 


Helene R. Salmon has been 
named to direct advertising and 
public relations for Kiowa Lodge, 
Lake Elsinore, Cal., reducing re- 
sort for women. Immediate plans 
include newspaper, radio, tele- 
vision, direct mail and outdoor 
ads. 


Nabisco Sponsors Newscast 


National Biscuit Co. has signed 
to sponsor “The World Today,” a 
newscast, to promote Milkbone 
dog biscuit. The program, heard 
over 17 stations of the Columbia 
Pacific Network, is aired from 
5:30 to 5:45 p.m. The agency is 
McCann-Erickson, New York, 


YOURS FOR THE ASKING 


BIG PACKAGE FOR ‘52 


16 pages crammed full of factual information on El Paso 
and the Fabulous Southwest. Latest population and family 
estimates for a 24 county area plus retail, food, drug, auto 
sales by towns and counties and family coverage of the El 
Paso Times and Herald-Post in the Fabulous Southwest. 
FOR YOUR FREE COPY 

Write General Advertising Department, Newspaper Print- 
ing Corporation, El Paso, Texas. 


Che £1 Paso Dimes El Paso Herald-Post 


An I dent N: A Scripps-Howard N 
n atepentons ewspaper es ewspaper 
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Proof Positiv 


_ that the patented PLASTILUX ® sign 
will increase YOUR dealer sales ! 


Actual dealer reports — now in our hands — give PROOF 
POSITIVE that when a PLASTILUX sign goes up, sales go 
up too! Dealer after dealer proves PLASTILUX signs pay ten- 
fold dividends. Industries covered were: Paint, tires, radio and 
| television, appliances, shoes, ranges, air brakes, furnaces, bot- 


tled gas and farm equipment. 


Whatever your product — if it’s sold through retail dealers — 
you can increase sales by installing PLASTILUX signs at the 
vital Point-of-Sale. They'll tie in your national advertising ap- 
peals right where the people buy... 
continuous on-the-spot promotion exactly alike day and night. 


A phone call or letter will bring one of our SIGNvertising En- 


gineers to show you how. 


Get SIGNews: 


Sent free to advertising and sales people. It's the voice of SIGNvertis- 
ing, keeping you informed of the newest in dealer identification and 


Point-of-Purchase developments. 


1. 74% reported sales increased an 
average of 14% following erection of © 
brand-name sign. (Increases ranged from 

5 to 55%.) 


2. 94% said that PLASTILUX signs had 
established them in the community as the 
DEALER for the product on the sign. 


3. 62% reported they have stocked a 
more complete line of the product since 
the PLASTILUX sign took effect. 


4.79% said their clerks pushed brand- 
name products more after sign went up. 


5. 97% reported PLASTILUX signs have 
brightened their storefronts and 87% 
said it brought in more prospects. 


6. 99% of dealers reported PLASTILUX 
signs easier to maintain than neon signs. 
Give your brand name * We recently asked 100 dealers, from 
each of 16 national sign accounts, to give 
us their honest opinion of PLASTILUX 
signs after ao year's use. A full report, 
minus company and product names, will 
be furnished upon request. 


NCNraretsting 


Scremce 


tae OF Stiiime with siems 


WRITE FOR MORE DETAILS 


Moon PRODUCTS, INC., 3001 NEON AVE., LIMA, OHIO 


NEW YORK, CHICAGO, LOS ANGELES, DETROIT; REPRESENTATIVES IN PRINCIPAL CITIES. 
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Kraft Clinics for 
Supermarkets 
Improve Ads 


(Continued from Page 1) 
members of the Super Market Assn 
of Texas that their advertising was 
wasteful, ineffective and nothing 
more than “a glorified price list.’ 
Mr. McLaughlin the Texa 
supermarket operators then asked 
what type of advertising he 
would suggest. Kraft took up the 
challenge immediately 

On April 10 and 11, 
an advertising clinic at 
lex The retail ad 
attended the two-day clinic hashed 
thei together and 
listened to expert advice 
Among the speakers were Mr. Mc- 
Laughlin, Claude Robinson of Gal- 
lup-Robinson, G. Wroe of This 


said 


him 


Kraft held 
Garland 
managers who 
out problems 


some 


Week Magazine, R. Shapira of The 
American Weekly, and executives 
from Kraft's agencies, J. Walter 


Thompson Co. and Needham, Loui 

& Brorby 
The two-day meeting proved so 
successful that Mr. McLaughlin 
went to the Super Market Institute 
convention in Cleveland and set up 
another clinic, which was held in 


@hicago last June. And still an- 
Gther clinic, ts being held next 
Week, on Sept. 19, at the Kraft 
@fices in Chicago 

@ The Kraft clinics have concen- 
tated on the communication as- 
pects of advertising, on what kind 


@f ad registers with the reader. It 
Was pointed out to the retail ad 
anagers that advertising prices 
ve therm no competitive advan- 
ge “over the guy down the street 
10 does the same thing.” Mr 
«Laughlin told AA that this em- 
a on highlighted 
juestion of how the store can 

st sell itself to the consumer 
The answer reached at the clinics 
offer the consumer the same 
¥ of service offered by food 
c@mpanies in their national adver- 
tiZing. Translated to the retail level, 
tis means helping the housewife 
Plan her meals with recipe and 
menu suggestions and product in 
f@ mation. It 


of such store services as home de- 


approach” 


ilso means promotion 


Wrery, free parking, telephone or- 
ders, freezing facilities, ete 
@ This approach ilso. entails 


changes in ad layouts. Instead of 


having some 50 products and prices 
listed in a disorganized fashion 
across the page, the retail ad man- 
agers were urged to departmental- 
ize their copy, with meats listed 
together fresh fruit and vege- 
tables in one box, dairy foods in 


a separate space, et 


Additional suggestions were ust 


of more white space and use of at- 
tractive product pictures—pictures 
made from glossy prints instead 
of from mat 

There was actually no need, said 
Mr. McLaughlin, to sell the ad 
managers on th ipproachn 

‘They were really hungry for it 


ind just wanted to be shown how 
it could be done,” he explained 


® Kraft showed how it could be 
done by producing a sample new 

paper ad headlined, “McLaughlin's 
Food Page.” This earried out 
the proposed approach by depart- 
products and listing 


six days, with photo- 


ad 


mentalizing 
menus for 
graphs of meals 

The concrete results of the clinics 
can be seen from the stack of news- 
paper ads which Mr. McLaughlin 
has in his office today. These are 
supermarket ads which have been 
run since the clinics and it’s easy 
to see the “before” and “after” 
differences 

In fact, many of the ads simply 
used the “McLaughlin” ad with 


> 


MILE-HIGH—Here’s the group of Denver p.r 
are backing the Denver area Community Chest drive 
Robert Wier, Jefferson Record; J. Morgan Cline, Denver Catholic 


Register; Victor E. Love, Movie Advertising 


almost no changes 
stitute the store name for “Mc- 
Laughlin 

Some of the “after clinic’ ads 
show complete acceptance of the 


new approach. Others combine new 
features with old ones. However, it 
is obvious from all of the ads that 
Kraft’s ideas went over in a big 
way. 


® In addition to the actual ads, Mr 
McLaughlin has testimonials in the 
way of letters from supermarket 
operators who are enthusiastic 
about this new approach and who 
report that sales have increased as 
a result. Among the supermarkets 
which have adopted the clinic ideas 
are Thriftway in Des Moines, 
Parker’s in Wichita, Tom Boy in 
St. Louis, Steinberg’s in Montreal 
Leonard's in Ft. Worth, Memorial 
in Springfield, Ill., Piggly-Wiggly 
in Rockford, Ill., Henke & Pillot 
in Houston and Furr’s, Texas store 
chain 

Mr. McLaughlin emphasized that 
Kraft did not dictate to the super- 
markets, nor did the company 
make any special advertising deals 
He said the for the 
clinics is that Kraft feels a change 
in retail advertising will help to 
sell more food products, including 
Kraft's. However, there is no doubt 
that the company picked up some 
extra benefits in the process 


basic reason 


® First of all, Kraft obviously earns 
for itself by 
which helps the retail 
food operator. Another benefit 
which Kraft is already is 
more advertising at the local level 


good will 
a program 


sponsoring 


getting 


Mr. McLaughlin showed AA the 
after clinic” ads which have been 
run and in every one there is a 
Kraft product featured: many of 
them feature two or three Kraft 
items. Mr. McLaughlin said Kraft 
upparentiy got these mentions be- 
cause the supermarket operators 
were grateful for the help they 
got at the ad clinics 

Still another benefit will come 


from supermarket ads which tie in 


with ads in national magazines. At 


the clinics, Kraft hammered away 
at the importance of such tie-ins, 
pointing out that this gives the 
tore extra selling power. The ads 
which Mr. McLaughlin has been 
receiving usually include such a 
tie-in and In many cases its a 
Kraft tie-in. Other ads have tie- 
ins with recipes in Better Homes 
& Gardens 

Mr. McLaughlin told AA that 
through statewide advertising by 
the Furr’s chain in Texas, Kraft 
has been able to cover many towns 


which it could never hope to reach 
with and 
campaigns 


its newspaper magazine 


@ The Kraft ad manager also said 
the clinics have resulted in a new 
Kraft service which may give the 


and admen who 


| to r 


Bureau; Dr. Hallack 


except to sub-company a jump on other manu- 


facturers bidding for space in su- 
permarket ad pages. He explained 
that one of the big gripes voiced 
by supermarket admen was that 
they rarely got good product pic- 
tures which could be used in ads 
Because of this complaint, Kraft 
is now servicing retail food outlets 
with news releases and_ glossy 
prints of salads, cheese dishes and 
other items—similar to the copy 
supplied food editors on maga- 
zines and newspapers 

Asked why retail food advertis- 
ing has been so bad, Mr. McLaugh- 
lin replied that the ad managers 
do not have agencies to help them 
and are also so rushed that they do 
not have the time to sit down and 


work out a new approach. He re- 
peated that the Kraft ad clinics 
were not set up with the idea of 


telling store operators what to do, 
but rather with the idea of helping 
and stimulating them to make 
changes which they themselves felt 
were necessary 


C. M. HUNT, VETERAN 
ADMAN, DIES AT 59 

EVANSTON, ILL., Sept. 10—C. Mel- 
vin Hunt, advertising director of 
Small Homes Guide, died of can- 
cer yesterday in his home here. He 
was 59 and had been ill for some 
time 

Mr. Hunt, who spent most of his 
life in the advertising business, had 
been with the Chicago publication 
for three years. Previously, he 
worked for U. S. News and in the 
*30s he and S. C. Rawlins ran their 
own advertising representative 
firm. Earlier Mr. Hunt worked 13 
vears for Conde-Nast Publications, 
eventually serving western 
manager of Vanity Fair 


WILSON EWING 

New ORLEANS, Sept. 9—Wilson 
Ewing, 51, Louisiana newspaper 
and radio station executive, died 
last night in Monroe, La. A mem- 
ber of a prominent Louisiana 
newspaper family, Mr. Ewing was 
chairman of the board of the 
Shreveport Times and the Monroe 
News-Star and Morning World. He 
also was editor and publisher of the 
Monroe newspapers 

His father was the late Col 
ert Ewing, who owned the 
Neu Orleans and the 
Shreveport Times. His brother, the 
late John D. Ewing of Shreveport, 
succeeded his father as head of the 


as 


Rob- 
once 
States 


properties 

The family owned radio 
stations KWKH in Shreveport and 
KTHS in Hot Springs, Ark 

Wilson Ewing was named chair- 
man of the board of the Times and 
the Monroe papers after his brother 
died of a heart attack during an 
airplane trip last May. Wilson 
Ewing also died unexpectedly of 
a heart attack. 

He was an 


also 


active Civic 


i a a 
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McCord. chest p.r. director; Williom Kostka, chairman, Mrs. Marion 
Robertson, Neusteter’s; Jefferson Armstrong, Welch Inc.; Clayton 
Byers of Kostka & Associotes 
Co.; M. E. McKibben, Acacia Mutual Life Insurance Co. 


Frank Karsh, Denver Advertising 


and was affiliated with the Louis- 
iana Press Assn., American News- 
paper Publishers Assn. and South- 
ern Newspaper Publishers Assn 


GEORGE P. WRENCH 

New York, Sept. 9—George P. 
Wrench, 58, publishers’ represent- 
ative for several travel magazines 
and business publications, died 
Sept 3 at U. S. Veterans Hospital. 

A native of Norfolk, Va., Mr 
Wrench was on the staff of the 
Arm, newspaper Stars & Stripes in 
World War I. After the war he 
spent several vears in Europe rep- 
resenting travel agencies and 
transportation companies. Return- 
ing to this country, he joined the 
travel and resort advertising staff 
of the Philadelphia Record. After 
service in World War II, he be- 
came a publishers’ representative 
here. 


TOM SANDERS JR. 

ATLANTA, Sept. 9—Tom Sanders 
Jr., of the Richardson & Sanders 
agency here, died suddenly Friday 
in a hospital. Mr. Sanders, 
a’ commercial artist, was at one 
tim» in the advertising art depart- 
ment of the Atlanta Journal and 
later with Atlanta Paper Co. 


local 


JOHN H. ADAMS 

New HaAven, COonn., Sept. 9 
John Howard Adams, president 
and treasurer of Remsen Advertis- 
ing Agency here, died Sept. 6. 


Lamb Gets 3rd TV Station 
The Federal Communications 
Commission has granted another 
television license to attorney Ed- 
ward Lamb of Toledo. The new 
station will be located at Massillon, 
O., operating on Channel 23 with 
30,000-watt power. It will be called 
WMAC (standing for Massillon, 
Akron and Canton). The license 
corporation is the Midwest TV Co 
Mr. Lamb publishes a newspapet 
in Erie, Pa., and also is the owne1 
of TV stations in Erie and Colum- 
bus, O., and radio stations in Or- 
lando, Fla., Toledo and Erie 


Sholis Takes a Leave 

Victor A. Sholis, v.p. and director 
of stations WHAS and WHAS-TV, 
Louisville, has taken a leave of 
absence to become administrative 
assistant to Wilson Wyatt, personal 
campaign manager for Gov. Adlai 
Stevenson of Illinois. Mr. Sholis 
will supervise the presidential 
candidate’s radio and TV appear- 
ances. Neil Cline, sales director of 
the stations, will be in charge of 
the stations during Mr. Sholis’ ab- 
sence 


‘Camel Caravan’ to CBS 
“Camel Caravan,” half-hour 
stanza starring Vaughn Monroe, re- 
turns to the CBS radio net (7:30- 
8 p.m., EST) Oct. 4, after nine 
months on the National Broadcast- 


leadering Co. radio web. 


Disagreement Over 
Canadian TV Rates 
Delays U. S. Shows 


(Continued from Page 1) 
is set yet. 

DuMont’s arrangement for af- 
filiation service to CBFT and 
CBLT differs sharply from con- 
tracts with U. S. stations. These 
generally are paid about 30% for 
network shows. 

“In our talks with CBC, we took 
a long-range view,” Elmore B 
Lyford, director of station rela- 
tions for DuMont, said. “We con- 
sider these two stations to be the 
start of an eventual Canadian net- 
work. Our agreement was negotia- 
ted on that basis—as one between 
two networks.” 


s He would not reveal the exact 
terms of this contract “between 
equals,” but the deal is much more 
favorable to CBC than the tradi- 
tional 30-70 split. (Line charges, 
commissions, etc., take a big slice 
out of the network’s share in the 
U. S$.) 

DuMont has agreed to accept a 
selling commission’ plus line 
charges as payment for servicing 
the Canadian stations. CBC will 
receive commissions on programs 
they sell for DuMont. An exchange 
of sustaining programs is planned. 

Both CBS and NBC, which so 
far have been holding out for 
essentially the same kind of pay- 
ment the networks get from the 
average station here, are waiting 


for the CBC to make the next 
move. There have been no talks 
across the border since a CBC 


counter proposal was turned down 
several days ago 


s First DuMont advertiser to buy 
time on the Montreal and Toronto 
stations may be American Chicle 
Co. for “Rocky King.” The adver- 
tiser has been considering it but 
thinks the price—$1,600 an hour 
for Toronto and $500 an hour for 
Montreal—a bit steep. DuMont, 
meanwhile, is trying to work out 
a price arrangement with the sta- 
tions. 

Other advertisers who have been 
weighing the possibility of adding 
Canada to their video networks: 
S. C. Johnson & Son for the Robert 
Montgomery program (NBC), 
Campbell Soup Co. for “The Al- 
drich Family” (NBC) and Fire- 
stone Tire & Rubber Co. for “Voice 
of Firestone” (NBC). 


WALTER E. BRYAN 

CLEVELAND. Sept. 9—Walter E 
Bryan, 71, a pioneer outdoor adver- 
tising man, died at his home in 
South Bend, Ind., yesterday 

Mr. Brvan began his career here 
in Cleveland, where his father, 
James E. Bryan, had begun an out- 
door advertising company. At the 
turn of the century Walter Bryan 
went into business for himself, 
added outdoor plants in midwest- 
ern states, and in 1916 merged his 
company with the Thomas Cusack 
Co. 

Mr. Bryan was a longtime officer 
of the Cusack company, and was 
a director of the Outdoor Advertis- 
ing Assn. of America. He was also 
instrumental in founding the first 
school of outdoor advertising in the 
nation, at Notre Dame University 


FOSTER M. PERRY 

Hartrorp, Sept. 9—Foster M. 
Perry, 55, v.p. of G. F. Sweet Co., 
died Sept. 4 at St. Francis Hospital 
here. 

Mr. Perry worked for many 
years in the advertising fields, in- 
cluding several years with the 
Wallace Silver Co., Wallingford 
Conn., where he was advertising 
manager. He joined the Charles 
Brunelle Advertising Agency, 
Hartford, about four years ago, and 
became v.p: of the Sweet agency 


;about a year ago. 
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Truce Reached by WOV and WHOM 
on Italian Audience in New York 


New York, Sept. 12—WOV and 
WHOM, which for years have bat- 
tled over the 2,100,000 Italians in 
the New York-New Jersey area, 
this week decided to share them. 

Effective Sept. 15 for radio, this 
truce will be extended to television 
provided the Federal Communica- 
tions Commission approves the 
joint application of the stations’ 
principal owners for UHF channel 
31. Earlier, both WOV and WHOM 
had announced plans for filing in- 
dividually for separate video li- 
censes to be devoted primarily to 
foreign language programming. 

In essence the two stations—this 
area's most aggressive foreign lan- 
guage outlets—have agreed to stop 
broadcasting Italian-language 
shows at the same time. WHOM 
previously has aired an eight-hour 
daily Italian schedule, from 7 to 
¥ a.m. and from 3 to 9 p.m. This 
will be cut to two hours, from 7:30 
to 9:30 a.m. 


@ On Sundays, when WOV is not 
on the air, WHOM will beam its 
programs toward Italian listeners 
from 9 a.m. to 7:30 p.m. The Sab- 
bath attractions will include pro- 
grams transcribed at WOV'’s studios 
in Rome. “Country Church,” a 
visit to churches in the small towns 
from which many American-Itali- 
ans came, is in preparation. WOV 
will receive production credit on 
these broadcasts 

For the present at least, WOV’s 
10'2-hour daily Italian schedule 
will remain pretty much undis- 
turbed except that it will start 30 
minutes later in the morning at 
9:30 to avoid conflict with WHOM’s 
off-to-work show. 


There will be cross-references 


throughout the day. When WHOM 
ends its early morning show, lis- 
teners will be advised to tune in 
the next Italian language fare on 
WOV. The latter will reciprocate 
by reminding them to get weather, 
news and familiar music on 
WHOM in the morning when it 
wraps up the WOV Italian sched- 
ule for the night. 

Much of the time that WHOM 
formeriy devoted to Italians will! 
be used to cater to other racial 
and linguistic minority groups. 
Polish and German segments will 
be increased in the morning hours 
From 2 p.m. to 1 a.m., Spanish and 
Negro audiences will be the target 


@ As a direct result of this share- 
the-audience agreement, WOV will, 
for the first time, get program list- 
ings in I! Progresso Italo-Ameri- 
cano. This paper, the largest Itali- 
an language daily in this country, 
owns WHOM and has hitherto 
never devoted a line of copy to its 
arch competitor. WOV’s Italian 
studios and Il Progresso also will 
cooperate in news coverage of spe- 
cial interest to the foreign market. 

The application of UHF Channel 
31 will be filed by: Fortune Pope, 
president of WHOM; Richard E. 
O'Dea, president of WOV; Ralph N. 
Weil, executive v.p. of WOV, and 
Arnold Hartley, v.p. and director 
of programs for WOV. 

WOV already has contracted for 
video tights to films in Europe and 
has produced short subjects of spe- 
cial interest to specialized audi- 
ences in this country. 

Spokesmen for both stations said 
the programming agreement did 
not presage an actual merger of 
the radio properties. 


(over 40° of the total) was 


two language market”. 


OVER 40°; 


In one four month period, ninety-two national adver- 
tisers used Le Droit and ONE English paper to sell the 
Ottawa market. They realized that the French market 


so they wisely reconciled a two paper budget with a 


OF THE OTTAWA A.B.C. 
CITY ZONE SPEAK FRENCH 


\d say--’ 


e, 


too important to ignore .. . 


Swank Sets Gift Promotion 

Swank Inc., maker of men’s jew- 
elry, belts, wallets and leather 
novelties, has announced what it 
calls “the biggest Christmas gift 
promotional program in its his- 
tory.” The campaign features color 
spreads in Life and The Saturday 
Evening Post and a three-sectional 
display for dealers. Alfred J. Sil- 
berstein, Bert Goldsmith Inc., New 
York, is the agency. 


Cooney Succeeds Wilson 
Frank E. Cooney has succeeded 
B. J. Wilson as western representa- 
tive for the Pocket List of Railroad 
Officials. Mr. Wilson has retired 
after 28 years with the Pocket List. 


New Package: Sales Boom 

Walgreen Drug Stores in Chicago 
report that orange juice sales have 
increased 500% since the use of a 
new method of packaging in indi- 
vidual plastic servings. The plastic 
packets are quick frozen and 
shipped to each store. In serving, 
the packet is inserted in an “Aera- 
tor” machine made by the Cory 
Corp. and is ready for serving in 
six seconds. 


Gundlach Appoints Gorrie 

G. P. Gundlach & Co., Cincinnati, 
dciry industry consultant, has ap- 
pointed Gorrie Advertising Serv- 
ice, Toronto, as its Cenadian ac- 
count servicing organization. 


SEIREL OF: 
LT ODER 


ADVERTISERS © AGENCIES « CLIENTS 
are all exposed daily to claims for LIBEL, 
SLANDER, Invasion of Privacy, Violation of 
Copyright 

INSURE THIS HAZARD! 
Our unique policy 1s adequate and amazingly 
imexpensive Experience proves it's smart 
to be protected 
WRITE FOR GETAILS ANDO -RATES 


EMPLOYERS REINSURANCE 
CORPORATION 


rsurance), Exchange ~~ Kansas City 


Mo 


YOUR PRODUCTS 


—— 


«A 
. 
tell 


--- when you 
your story to this 


THE STAR-TELEGRAM COVERS THIS RICH, READY-TO-BUY 100 : 
COUNTY MARKET WITH THE LARGEST CIRCULATION IN TEXAS 


Retail Sales. . 


Effective Buying Income.............. oe 


Population ...... 
Families .... 
eee ere TCC CEE Te Pee e $ 445,186,000 
pou $ 69,978,000 


Food Sales 


Drug Sales . 
Furniture-Household-Radio Sales 
General Merchandise Sales 


Auto Sales . 


- -$2,106,122,000 


eee $2,418,313,000 
ere 1,847,000 
ere 552,100 


$ 92,153,000 
heen $ 271,457,000 
ree $ 483,359,000 


Families and Sales—1952 Sales Management Survey of Buying 


Power 


In the Fort Worth Metropolitan market, 98.1‘; families read the Star-Tele- 
gram and in more than 60 of the 100 counties in West Texas the Star-Tele- 
gram dominates in family coverage. With a combined daily ( M & E) circula- 
tion of 242.072 and a Sunday circulation of 221,231, the Fort Worth Star- 
Telegram offers you a real opportunity to tell your story to prosperous West 
Texans who can and will buy your products or services. Get the complete 
story on WEALTHY WEST TEXAS and how you can SELL this market 
through Texas largest newspaper, the Fort Worth Star-Telegram. 


WRITE Amon Carter, Jr., 
National Advertising Direc- 
tor, for complete market 
and circulation analysis, 


| LE DROIT 


Daily Circulation Over 26,000 
Head Office and Plant— 
368 Dalhouse St., Ottawa 

U. S. REPRESENTATIVES— 


SHANNON AND ASSOCIATES 


STAR-TELEGRAM 


“AMON-G CARTER publisher 


( 
- 
“ 
’ 
, 
Ul 
U 
U 
U 
U 
‘ 


LARGEST CIRCULATION IN TEXAS 
without the use of schemes, premiums or contests — “Just a Good Newspaper.” 
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yourself in 


as an immediate result. 


TEN MORE 


COPY CHIEFS WANTED 


A copy chief decided to get a new job. He in- 
vested $96 in a classified display ad in Advertis- 
ing Age. telling in some detail what kind of a 
job he wanted, what kind he didn’t want, and 
why he was worth heavy money to some New 
York or Chicago agency. He got, he says, 
“eleven excellent job offers.” That left ten top- 
level copy spots open. If you want a new posi- 
tion, we suggest that you step up and ask for it 
with a good strong piece of selling copy about 
Advertising Age's “Advertising 
Market Place.” You may get that BIG break 


Information for Advertisers 


sae eee eee eee 


Rates: 90¢ per line, minimum charge 
lines (maximum—two) 30 letters and 
per line. Add two lines for box 


THE ADVERTISING MARKET PLACE 
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$3.60. Cash with order. Figure all cap 
spaces per line; upper & lower case 40 


column inch. Regular card discounts, 


preceding publication date. Display classified takes card rate 


Dead! Wednesd noon 12 days 
of $12.00 per 
size and frequency, apply on display. 


HELP WANTED 


HELP WANTED 


a ADVERTISING SALESMAN wanted by 


leading publication in building field. Ohio, 
Michigan territory. Must have previous 


| space selling experience. Give age, exper- 


ience, salary and other details in letter 
INDUSTRIAL PUBLICATIONS, INC., 


5 South Wabash, Chicago 3 


ADVERTISING PRODUCTION MANA- 
GER for group of publications. Handle 


Y contracts, dummies and billing. Give full 


particulars including desired salary. BOX 
5288, ADVERTISING AGE, 200 E. Illinois 
| St., Chicago 11, Ill 
MOLENE 
PERSONNEL SERVICE 
Copywriters 
Editorial Artists 


Promotional 
BANKERS BLDG. 


ARTIST - LAYOUT AND DESIGN 


Large, modern, progressive art studic, 
specializing in creative planning and de- 
velopment, located Northwest side of 


t Chic.igo, adjacent to suburbs, wants top | 


quality creative man added to our exist- 
ing department which has built an excel- 
lent reputation with national, agency and 
direct accounts. Experienced in direct 
promotional material, point- 
packaging. Must have 
design; capable of clean, 
crisp rendering for presentation purposes. 
Ability to indicate lettering and illustra- 
tion with a working knowledge of typog- 
raphy essential. A real opportunity for a 
person desiring permanent position and 
association with a high calibre, talented 


sales 
j}of-sale and some 
fine sense of 


No. 4444. Mail Order Buying Ana- 
lyzed 
That 96% of its readers buy by 
ail is one of the interesting facts 
fevealed in “Mail Order Buying 
abits,” a new study offered by 
lapper'’s Weekly. The study covers 
rchases of clothing and dry 
Boas furniture and furnishings, 
equipment and_ supplies, 
material, hardware and 
patterns, automo- 
and machinery, 
fts, toys and sporting goods, 
ickens, drugs and toiletries. An 
alvsis of the figures suggests that 
out one third of the purchases 
made from mail order cata- 
the remainder direct off the 
Required reading for all mail 
der men 


rden 
ulding 
rm supplies, 
ve equipment 


No. 4445. New Fluorescent Port- 
) folio. 
PRadiant Color Co. offers a new 
portfolio of fluorescent samples, 
@@lor cards and printing instruc- 
ns, called a “Kit of Extra- 
ight Ideas.” The samples are 
eral, and the instructions de- 
tailed for the use of Velva-Glo 
paper stocks and inks. Of interest 
to all art and production people 


No. 4446. Latest Data for Raleigh, 

N.C 

“1952 Data for one of the South's 
Major Markets” new market 
facts folder offered by the Raleigh 
News & Observer. From 1940 to 
1950 Raleigh's population §in- 
creased 40% and per family in- 
come now $6,711. Tne study 
gives detailed population and sales 
figures for the 33 counties in the 
Raleigh marketing area 


IS a 


IS 


No. 4447. Grocery Route List for 
Philadelphia 

The Philadelphia Inquirer has 
prepared a new grocery route list 
providing complete information on 
the Quaker City area. The list 


covers the entire 14-county Phila- 


group. Three salary plans in effect, based 
jon individual ability 

BOX 5284, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ll. 


delphia retail trading area, in- ADVERTISING & PUBLISHING 
cluding 1,394 retail grocery and FOR ALL TYPES OF POSITIONS 

a Sake. whtsls, oak f GEORGE WILLIAMS-PLACEMENTS 
meat outlets which account for} 99s State st. Ha 7-2063 Chicago 
$48,000,000 in sales. Features of Salesmen-already selling direct to cosmetic 
the new list are a breakdown of | depts. in drug and dept. stores. New qual- 
. som rm zy sel poe " ,| ity item fine potential. Commission, no 
stores by type, such as grocery jobbers. Territories open. Write. 
without meats, meat stores, Kosher | PEDI-PAK Prods. Inc 
outlets, and combination stores, | 4753 Broadway, Chicago 40, Ill. 


while those with frozen food facil- 
ities are indicated. Independents, 
chains, supermarkets and coopera- 
tive outlets are keyed, and for the 
first time sales volume classifica- 
tions are included. 


No. 4448. Travel Habits of Esquire 
Readers. 
“Subscriber Survey 1952—Trav- 
el” is a new study offered by 
Esquire which is particularly sig- 


| nificant in that it shows that Es- 


quire readers tend to take vaca- 


SALES PROMOTION MANAGER 
Well established Pitsburgh industrial com- 
pany needs experienced Advertising and 
Sales Promotion Manager Under 35 years 
of age. He will handle operations with our 
advertising agency, supervise the direct 
mail program, trade exhibits, etc. Engi- 
neering education not essential but de- 
sirable. Fine opportunity for the right 
man. Send resume giving information on 
education, employment experience to date, 
age and salary req:irements 

BOX 5280, AD\.. TISING AGE 
| 200 E. Illinois St., Caicago 11, Il 


BARNARD 
A service for employers and applicants 
in the fields of advertising and publish- 


and professional. 
176 W. Adams Street 


SALES REPRESENTA- 


ADVERTISING 


tions in off-vacation months—a| TIVE wanted for Chicago and mid-west 
point of interest to travel agents, | @rea by reputable Canadian publisher of 

trade publications. These are leaders in 
resorts, and carriers. A further | their field and well regarded by American 


point of interest is the fact that 

the readers do a great deal of busi- 

ness traveling throughout the year 

No. 4449. Auto Business 
Angeles. 

The Los Angeles Herald & Ex- 
press offers a newly-released 
study, “1951 New Car Sales in 
Southern California.” The survey 
gives detailed tabulations on new 
passenger car by counties 
and by economic areas, and is de- 
signed as an aid in sales planning. 
Data are given by make of car. 


mm 


sales 


No 


4441 


ern California Distilled 
Market.” Showing how 


Los 


Liquor in Los Angeles. 

From the Los Angeles Herald- a 
Express comes a new bulletin in 
their continuing trade characteris- 
tics series—“Analysis 1951 South- 
Spirits 
excise 
stamp payments by Southern Cali- 


advertisers. They offer the right type of 
salesmen plenty of opportunity. Write us 
about yourself and salary requirements 
| in confidence to 
Box 5276, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
FRED J. MASTERSON 
ADVERTISING—PUBLISHING 
PERSONNEL 


NEL 
All types of positions for men and women | 


185 N. Wabash Fr 2-0115 Chicago 


ADVERTISING 
ACCOUNT EXECUTIVE... 
with ability to develop industrial accounts 
business. Opportunity to join small but 
well-established Chicago industrial adv. 
Agency. Salary open. Replies confidential 
Write BOX 5275, ADVERTISING AGE 
200 E. LUlinois St., Chicago 11, Il 
ADVERTISING SMAN—Splendid 
opportunit with growing monthly 
publication in mechanical field full 
time repre-entative in Cleveland-Pitts- 
gh territory. Please give full informa- 
’ 


10 
BOX 5283, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


COPYWRITERS 
e are looking for really good 
copywriters to fill several openings 
in outstanding Chicago agencies. 


fornia liquor distributors increased | g¢599 . $22,000. 


over 17% in the period 1940-51, the 
study breaks down sales by month 


and by brand for last year 


Note: Inquiries for the items listed above will not be serviced beyond Oct. 27. 


USE COUPON TO OBTAIN INFORMATION 


—please print or type) 


COMPANY 
ADDRESS ............ , 
“yTY & ZONE 


Readers Service Dept., ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Please send me the following (insert number of each item wanted 


MOLENE PERSONNEL 
105 W. Adams, Chicago, Il. 
ANdover 3-4424 


- WANTED to bay small 
Canadian Agency! 


‘ 
In reply give client listing and 
| background of agency, average 
| monthly billings, number of em- 
| ployees, payrolls, etc. Al! in com- 
I plete confidence. 

| Box 285, Advertising Age 
200 E. Illinois St., 

! Chicago 11, Ill. 

' 


ANDOVER 3 4424) 


ASS'T ADVERTISING MGR. 
Excellent opportunity with multi-plant 
Food Processor for experienced advertis- 
ing man with college training. Must have 
top notch potential. Full details including 
phone number, snapshot and salary de- 
sired in first letter 

BOX 5286, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
WANTED: Advertising Manager with 
good department store or large specialty 
shop experience. Must be able to do com- 
plete job. Excellent opportunity, executive 
status. In first letter give complete edu- 
cation and business history. 
Michael Brothers, Inc 
Athens, Georgia 


POSITIONS WANTED 

NEW ENGLAND SPACE SALESMAN 
Wide experience in space sales, excellent 
jagency contacts and sound advertising 
background 
BOX 5277, ADVERTISING AGE 
} 801 Second Ave., New York 17, N. Y 
| ADVERTISING MANAGER for manufac- 
turing concern. An excelient combination 


tice, inclucing newspaper, agency, and 
magazine experience. Capab'e of handling 


copy and production. Heavy experience 

retail merchandising and _ construction 

field. BOX 5278, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y. 


ASSISTANT ART DIRECTOR - ARTIST 
Creative layout from rough to finish; ex- 
tensive production know-how; CAN SEE 
JOB FROM IDEA TO PRINT. Complete 
line of samples. Age 29, married. 

BOX 5287, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 

COPY—PUBLIC RELATIONS 
Pastor leaving Parish considering copy 
or Public relations. Plenty non-agency 
experience. Can advise or work on acc'ts 
for churches or outfits selling Protestant 
churches, Particularly audio-visuals, dup- 
lication servies, etc. Have you an offer? 

BOX 5282, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 

ADV. SALES PROM. MGR.; adv., edit., 
pub. rel. exp.; East or South $7500 

BOX 5279, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, IIL. 

IMMEDIATELY AVAILABLE 
Advertising & Sales Promotion Manager 
College grad, 30. Heavy promotional, mer- 
istration background, farm pub Exxper- 
chandising, advertising and sales admin- 
ience. Know all phases Graphic Arts. Do 
rough layouts, write copy, catalogue com- 
pilation. Create direct mail and promo- 
tional programs. Good customer relations 
and contact man. Excellent appearance 
aggresive, capable speaker. Know mer- 
chandising and promotion at manufac- 
turing, distributor and retail levels. Can 
doubie as executive assistant to sales man- 
ager or VP. Will relocate anywhere 

BOX 5290, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


REPRESENTATIVES AVAILABLE 
PUBLISHER'S REPRESENTATIVE 
Experienced space rep, known in East, 
opening own office in New York City. 
Offers publisher N. Y. C. office and repre- 

sentation in the East. 
BOX 5281, ADVERTISING AGE 

801 Second Ave., New York 17, N. Y. 
BUSINESS OPPORTUNITIES 
| FOR SALE 
100% CAPITAL STOCK - CAB-ADS,. INC 
Motion advertising inside taxicab. Five 
years development now successfully op- 
|erating. Also motion advertising unit for 
busses, street cars, etc. Owner's prolonged 
| illness necessitates sale High net earnings. 
inquire HARPER & RUSSELL CO., Erie, 
Pa 
FOR SALE—Old est. California 
and job plant in fast growing area 
| price $50,000; oniy $15,000 down. 
Earl McGinnis, broker, box 659 
LaJolla, Calif 


MISCELLANEOUS 
| OF FSET CUTOUTS. Promotional heading, 
illustrations, cartoons symbols, borders 
| panels, holiday art type fonts, decoration, 
|for offset reproduction Most complete 
service in U. S. Free descriptive booklet 
| A .A. Archbold, Publisher, 1209-B S. Lake 
St., Los Angeles 6, California 


weekly 


Total 


for sound advertising knowledge and prac- | 


Investment Firm 
Conducts Survey 
in Magazine Ads 


MINNEAPOLIS, Sept. 9—Investors 
Diversified Services Inc. is going 
to conduct a nationwide survey 
through a magazine and newspa- 
per advertising campaign of the 
housing needs and wants of re- 
tired persons. 

The full-page b&w ads will be in 
the form of a questionnaire which 
persons planning to retire are 
asked to fill out and return to the 
company. 

From the answers, said Ear! E. 
Crabb, IDS president, the big in- 
| vestment company hopes to get 
| data to determine whether there is 
a market for specially designed 
homes and subdivisions for elder- 
ly couples living on retirement in- 
| comes. 

The ads will appear in Septem- 
ber and October in Farm Journal, 
Lifetime Living, Newsweek, Path- 
finder and Time. Newspaper copy 
will be limited to the Minneapolis 
Sunday Tribune and St. Paul 
Sunday Pioneer-Press in IDS’ 
home territory. 

Batten, Barton, Durstine & Os- 
born is the agency. 


Standard of Ind. Boosts 3 


Standard Oil Co. (Indiana), Chi- 
cago, has made three promotions 
in its public relations department. 
Robert C. Siebert has been named 
copy chief; Robert L. Baker suc- 
ceeds Mr. Siebert as editor of 
“Standard Torch,” employe publi- 
cation, and Bard Clow succeeds 
Mr. Baker as roving correspondent. 


O'Leary Adds Accounts 

Three new accounts have been 
added by George E. O'Leary, Ad- 
vertising, Rockford, Ill. They are 
Muscatine Pear! Works, Muscatine, 
Ia.; Illinois Yarn Co., Rochelle, IIL., 
and Seymour of Sycamore, Syca- 
more, Ill. John R. Houck, formerly 
with Mars Light Co., Chicago, has 
joined O'Leary as an account ex- 
ecutive. 


Colgate Tests Rapid Shave 


Colgate-Palmolive-Peet Co., Jer- 
sey City, is market testing Palm- 
olive Rapid Shave, a_ brushless 
lather cream in a push-button can. 
William Esty Co. is the agency. 
The company has also started ship- 
ping Colgate chlorophyll tooth 
powder to retail outlets. Sherman 
& Marquette handles this product. 


AVAILABLE SOON 
| Advertising Merchandising 


| Director. Manufacturin 


lerage and package goods field. 

‘Box No. 257 Advertising Age 
801 Second Ave. 

New York 17,N. Y. 


g and 
Agency experience in food, bev- 


OPPORTUNITY 
For Young Industrial 
Advertising Copywriter 


Internationally-known Ohio manufac- 
turer has immediate opening in industrial 
advertising department for man between 
ages of 25 and 35. Work to be handled 
includes house organ editing, direct mail 
and trade journal ad preparation. While 
experience in this type of work would be 
helpful, the man we are seeking must 
have ambition, a great desire to learn, 
and the ability to get along with people 
A college education is desirable, an inter- 
est in technical copy is necessary, and 
the ability to write is essential. Since all 
replies will be kept in strict confidence, 
please write in full detail covering your 
background, experience, and salary ex- 
pected. 


Box 255, Advertising Age 
200 E. Illinois St., Chicago 11, Ill 


ADVERTISING DISPLAY SALESMEN 
Plastic and Thermoplastic Displays 


One of nation’s leading m facturers of 

fine point of purchase displays has openings 

for a few top notch representatives in some 

very desirable territories. 

This is for exclusive territorial arrangement. 

Salesmen must be creative, experienced and 

ld have a following. Liberal commission 

basis. 

References essential. 
KIRBY-COCGESHALL-STEINAU CO. 


606 E. Clybourn Street 
Milwaukee 2, Wisconsin 


EXTRA MONEY 
Ad Copywriter 
Ad agency offers extra income to com- 
petent copywriter—radio—publication 
advertising. Can use only experienced 
person. List present employment and 
experience. Also outline ability with 
products and with firms, kind of copy 
you can do, hourly rate expected ot 
speculative jobs—cash on delivery of 
work. Confidential. Write Box No. 254. 
Advertising Age 
200 E. Illinois St., icago 11, Il. 
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This Week in Washington... 


41% of 13,000,000 ‘Over-65s’ Work 


WasuincTon, Sept. 11—Sociolo- 
gists and social workers met here 
this week to discuss the increasing 
percentage of “over 65s” in the 
population. 

The percentage of older people 
will climb for at least another 25 
years, the experts say. Meanwhile, 
they want Americans to consider 
the steps that can be taken by gov- 
ernment and business to make the 
old-age years pleasant and fruit- 
ful. 

A special “fact book” on aging, 
put together by the Federal Secur- 
ity Agency, points out that the 
“over 65” group is increasing at 
a rate of 400,000 a year. While the 
total U. S. population doubled since 
1900, FSA says, people over 65 
quadrupled. At present they num- 
ber about 13,000,000. 

Some of the discussions here this 
week dealt with work opportuni- 
ties. Social workers agreed more 
opportunities are needed but took 
a realistic stand. “Employers are 
not sentimentalists,” one speaker 


said. “They will hire anyone who | 


will do a day’s work regardless of 
age.” 


8 By choice or otherwise, the per- 
centage of “over 65s” who work 
has been going down. In 1890 68% 
of these older people held jobs, 
but in 1952 only 41% work. Thanks 
to earlier retirement and longer 
life, Americans have longer retire- 
ment periods. In 1900 a 40-year- 
old man could expect three years 
of retirement but in 1940 the sta- 
tistics gave him six years. 

About 9,000,000 of these older 
people maintain their own house- 
holds—with wives, husbands or 
relatives. Three million still work, 
about 40% self employed, includ- 
ing many farmers. About half of 
the households operated by per- 
sons over 65 squeezed by on in- 
comes of $2,000 or less, but 30% 
had between $2,000 and $4,000 and 
another 20% in excess of $4,000. 

One in four of these people was 
getting social security payments 
and another one in seven some 
other type of retirement pension. 
But one in five depended on old 
age assistance and one in four on 
some undesignated income, either 
the result of investments, the liqui- 
dation of assets or the contribu- 
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tions of children and relatives. 
. +. e 

Though Congress is gone, some 
of its committees are struggling to 
keep the ball rolling. Members of 
the special House subcommittee 
studying radio and TV program- 
ming take time from the political 
campaijyn next week for a series of 
hearings which are billed as an 
opportunity for the radio and TV 
industry to explain the steps it is 
taking to deal with objectionable 
programming. 

Just to make the hiatus from 
campaigning worth while, commit- 
tee members will travel to New 
York the following week for fur- 
ther hearings on radio and TV pro- 
gramming. 

Another special House commit- 
tee studying indecent magazines, 
books and motion pictures has been 
quietly collecting material as a 
basis for further action. The com- 
mittee, chaired by Rep. E. C. Gath- 
ings (D., Ark.), is expected to meet 
during the next few weeks to de- 
|cide whether hearings are indi- 
| cated. The committee is supposed 
|to let Congress know whether post- 
}al laws on obscene matter can be 
| tightened and whether other legis- 
| lative safeguards are in order. 

7 2 * 

Presidential Assistant John 
Steelman reported that the nation 
appears to be recovering from the 
recent steel strike without the 
chaos which had been anticipated. 
The supply of steel has been im- 
proving so rapidly that automobile 
manufacturers say their industry 
will probably reach its 1952 pro- 
duction goals just as if the 2%- 
month steel strike hadn’t occurred 
at all. 

The Office of Price Stabilization 
estimated that price increases re- 
sulting from the steel strike will 
cost the ultimate consumer about 
$900,000,000, but manufacturers 
are saying OPS overstates the case. 
They claim the OPS price increase 
order released this week forces 
price absorption on a grand scale. 
“Instead of passing on the increase 
100% as OPS says,” one spokes- 
man commented, “industry will be 
lucky if it can pass along 50%.” 

Industry’s fire is directed at the 
gimmick in the OPS order which 
| permits price increases only if the 
supplier has increased his ceiling 
price. Since many industrial items 
are selling below ceiling, customers 
will find themselves paying more 
for components but will be power- 
less to pass on the increase since 
the supplier will still be selling 
at or below ceiling. 

ae . o 

Advertisers who capitalized their 
institutional promotions in com- 
puting their tax base under the 
wartime excess profits tax will 
find themselves in a box under the 
regulations which the Bureau of 
Internal Revenue issued last week 
for the excess profits tax law of 
1951. 

The bureau says an advertiser 
who handled advertising as a capi- 
tal item during World War II will 
have to continue to handle it that 
way. Now if he wants to change 
his system of accounting and han- 
dle the advertising as a current 
business expense, the advertiser 
will have to mobilize his lawyers 
and accountants and offer the bu- 
reau a convincing argument. 

* a” e 

Henry Fowler, who understud- 
ied Manly Fleischmann as assist- 
ant chief of the National Produc- 
tion Authority and subsequently 
succeeded Mr. Fleischmann as chief 
of NPA and the Defense Produc- 
tion Authority, reached the top 
rung of the ladder this week and 
was installed as chief of the Office 
of Defense Mobilization. 

Mr. Fowler has promised to stay 
j}around until Dec. 31 and will 


probably spend most of the time 
consolidating and closing down de- 
fense agencies. According to pres- 
ent plans, wage and price controls 
are to end in April and so will 
most of the remaining controls 
over steel, copper and aluminum. 
By the time Mr. Fowler leaves on 
Dec. 31, most of the work will 
probably be turned over to some- 
thing of a “caretaker” organiza- 
tion designed to keep the controls 
structure intact with a minimum 
of inconvenience to industry. With 
the world situation as it is, there 
is understandable reluctance to 
wipe out the cumbersome—but in- 
dispensable—defense production 
control machinery. 


CBS Adds New Stations 

CBS Radio has added five new 
stations on the West Coast as affil- 
iates: KWIE, Kennewick, Wash.; 
KHUM, Eureka, Cal.; KRNR, 
Roseburg, Ore., and KYJC, Med- 
ford, Ore. In addition, the net an- 
nounced that KFMB, San Diego, 
is to replace its present station in 
that city, KCBQ, on Dec. 12. The 
new affiliations begin Oct. 6. 


Addisons Backs TV Shows 


Addisons Ltd., Toronto, will 
sponsor two Canadian television 
shows—one in English, the other 
in French—to promote Addison- 
Norge products. The English show, 
“Sunshine Sketches of a Little 
Town,” is based on stories by the 
late Canadian humorist, Stephen 
Leacock, and will 
each Tuesday at 7:30 p.m. over 
CBLT, Toronto, The French pro- 
gram will be kinescoped in Toron- 
to for presentation in Montreal 
on Thursdays at 8:30 p.m. F. H. 
Hayhurst Co. is the agency. 


Atlanta Agency Alters Nome 


Gordon-Allison & Co., Atlanta, | 


has changed its name to J. Howard 
Allison & Co. The agency has been 
appointed to handle advertising for 
Odom Machine Mfg. Corp., Ros- 
well 
machinery. 


Joins Industrial Designer 

James H. Mills, formerly with 
Wilding Picture Productions, has 
joined Lippincott & Margulies, in- 
dustrial designer, New York, as 
v.p. in charge of marketing. 


be presented | 


Ga., manufacturer of textile | 


'Lu Gallop Joins WLW 

Lu Gallop, formerly with WCPO- 
TV and WKRC-TV, Cincinnati, has 
joined the promotion department 
of WLW, Cincinnati. 


COVERED ONLY BY 
NDO SENTINEL-ST 


- MORNING EVENING SUNDAY 
ORLANDO, FLORIDA 
Not Rep BURKE, KUIPERS G MAHONEY 


“Ah! — 1 have caught zee 


This is many more 


true spirit of Louisville!” 


Measure the WAVE-area audience in “family-hours-per-week” and 
you get an amazing total of 5,142,000 hours a week devoted to radio! 


hours than are devoted to TV 


more hours than to newspapers! 


That's another reason why WAVE radio is your best 


Louisville buy. Ask Free & Peters! 


Facts above are from scientific, authoritative survey 
made by Dr. Raymond A. Kemper (head of the 
Psychologrcal Services Center, University of Louisville) 
in WAVE area, March, 1952. 


5000 WATTS 


WAVE 


LOUISVILLE 


Free & Peters, Inc., Exclusive National Representatives 


is 310.7% 
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A “Smart Idea” Pays Off 


“Here are the tear sheets to date on the Midwell 

campaign,” says the assistant account executive 
to his chief. “They DO look a lot clearer and 
snappier.” 


“Yes and the dealers are happy. Midwell phoned 
me that sales are running way ahead of this stage 
on the other campaign. “That was a smart idea to 
let the mat molder select the mat he likes. After 
all, we hold him responsible.” 


CERTIFIED DRY MAT CORPORATION 
9 Rockefeller Plaza Dept. C. New York 20, N. Y. 


For dependable 
%&| stereotyping, rely on 


Italian Swiss Colony 
Changes President 
in Policy Conflict 


San FRANcisco, Sept. 10—Italian 
Swiss Colony has a new president 
but neither he nor the former 
president will say why. The matter 
involves divergent views on pro- 
duction and sales policies. 

John R. Deane, who became 
president in 1947 after retiring as 
an Army major general, has re- 
signed. So has B. C. Solari, v.p. 
and general sales manager of Ital- 
ian Swiss Colony. Mr. Solari also 
came to the company in 1947, from 
Wine Growers Guild, where he 
had been sales manager for ten 
years. 

Directors of the company, a sub- 
sidiary of National Distillers Prod- 
ucts Corp., New 
York, have elect- 
ed Adolf L. Heck 
president and 
Col. Thomas F. 
Brown v.p. Mr. 
Heck comes from 
Sandusky, O, 
where he has op- 
erated a cham- 
pagne plant for 
National Distill- 
ers. His family is 
well known in 
wine making. His father, Adolf 
Heck, once headed American Wine 
Co. 

Principals 


Adolf L. Heck 


in the change re- 


All year ‘round nearly 900,000 year ‘round residents 
of Florida’s booming Gold Coast are busy building 
and buying... and breaking their previous year's 
records — such as the billion dollar retail sales 
total for 1950, the 350 million total for food — and 
the amazing construction rate that’s made Greater 
Miami (heart of the Gold Coast) the nation’s fastest- 
growing metropolitan area for four straight years. 


It's a cinch to sell the whole of this productive Gold 
Coast market at Jow-cost thru the blanket coverage 
of the Miami Herald, one of the nation’s leading 
newspapers. See your SB&F man for the profit- 
building facts, today. 


JOHN S. KNIGHT, Publisher 
STORY BROOKS & FINLEY. Notional Reps 
Affiliated Stations -- WQAM, WQAM-FM 


MIAMI -- An International Market 
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fused to say more than that there 
is a difference of opinion involved, 
although the company reportedly 
has risen from sixth place to first 
in wine industry sales rank since 
1947. 


HOWLETT QUITS NESCO 

Cuicaco, Sept. 11—Disagree- 
ment over major policy matters 
has led to the resignation of Wil- 
liam Howlett as president and a 
director of Nesco Inc., Chicago 
manufacturer of decorated ware, 
kerosene stoves, heaters, etc. 

Mr. Howlett’s confirmation came 
in the wake of persistent reports 
that he had quit the firm which 
| he had joined as v.p. in June, 1950. 
Mr. Howlett said “I am taking 
this step because I find myself in 
fundamental disagreement with 
Arthur Keating, the chairman of 
the board, on major policy mat- 
ters.” He refused to elaborate on 
the disagreement. 

Mr. Howlett was formerly v.p. of 
Carl Byoir & Associates, public 
relations agency. He was associated 
with Mr. Keating during the lat- 
ter’s proxy fight to obtain control 
of the housewares firm. 

Other reports in the trade al- 
lege that Paul H. Hill has re- 
signed as v.p. in charge of sales 
for the Chicago firm. Mr. Hill 
| would neither confirm nor deny 
| the rumors. 


Cleveland and Chicago 
| Dotted Line Clubs Elect 


' 
New officers have been elected 
by both Cleveland and Chicago 
jchapters of the Dotted Line Club, 
|a group of sales representatives on 
| member papers of Associated Busi- 
ness Publications. 

Cleveland officers: Frank J. Seiler, dis 
trict manager, Electrical Construction & 
Maintenance, president; D. Brad Wilkin, 
regional sales manager, Progressive Archi- 
tecture; Glen Rover, midwestern manager 
LP-Gas and Gas Age, secretary, and Wal- 
ter G. Berger. sales representative, Na 
tional Petroleum News, treasurer 

Chicage officers: Cari Coash, district 
manager, Coal Age and Engineering & 
Mining Journal, president; E. S. Klappen- 
bach Jr., sales representative, Oil & Gas 
Journal and C. R. McClain, advertising 
representative, Haire Publishing Co., v.p.s, 
and Raymond T. Risley, advertising sales 
manager, Baking Industry, secretary 


Ac‘cent Gets October Push 

Extensive use of point of sale 
material and full-page, four-color 
ads in McCall's and The Saturday 
Evening Post in October will fea- 
ture the fall promotion of Ac’cent, 
flavor enhancer, marketed by 
Amino Products division of Inter- 
national Minerals & Chemical Corp. 
Copy will stress “there’s never a 
dull vegetable with Ac’cent.” Bat- 
ten, Barton, Durstine & Osborn is 
the agency. 


Guardian Names Picard 

Picard Advertising Co. New 
York, has been appointed to handle 
the advertising of Guardian Chem- 
ical Corp., Long Island City, N. Y., 
manufacturer of Chlorpactin, a 
compound used in bleaching, as a 
germicide and for water purifica- 
tion. 


Miss Rosenthal Joins Rand 

Rhoda Rosenthal, formerly as- 
sistant to the general manager of 
WNBC-WNBT, has joined Rand 
Advertising, New York, as director 
of television. 


New NBC Radio 
Rates Are Best 
for Big Sponsor 


New York, Sept. 12—National 
Broadcasting Co. executives this 
week were expecting prompt ac- 
tion from affiliates in returning 
the new radio rate contracts by 
the Sept. 15 deadline. This date 
was proposed at last week’s meet- 
ing in Chicago in the hopes that 
the revisions, making NBC’s time 
costs competitive with those of 
CBS, can be put into effect by 
Sept. 29. 

Using the same discount method 
adopted by Columbia, NBC pro- 
poses a decrease of approximately 
23% to 30% for nighttime and an 
increase of about 4% for daytime. 
For the average advertiser the 
CBS revisions amount to a 25% 
cut for evening and a 5% raise 
for daytime. 

Meanwhile, agencies and adver- 
tisers are waiting for copies of the 
new price structure to determine 
what the discounts will mean to 
them in dollars and cents. 


® For the most part, the NBC and 
CBS revisions are comparable. 
NBC has, however, added one fea- 
ture which is specifically designed 
to lure some of the big daytime 
advertisers away from Columbia. 
The network has extended its 
“continuous” rate discount to cov- 
er non-back-to-back programs. A 
sponsor with a five-day 15-minute 
day and night strip can qualify for 
this. NBC is getting the word 
around that the big across-the- 
board advertisers like Procter & 
Gamble and Campbell Soup can 
save 30% on these programs by 
switching networks. 

NBC also believes that its week- 
ly discounts—as contrasted with 
the annual discount of CBS—will 
appeal to seasonal users of radio 
such as automobile manufacturers 
who buy heavily for a few weeks 
of the year as a part of a satura- 
tion campaign to introduce their 
new models. 


Arnold Harklow Promoted 
Ward-Griffith Co., newspaper 
representative, has appointed Arn- 
old Harklow manager of the Bos- 
ton office. Mr. Harklow formerly 
was assistant to the late Aubrey C. 
MacCarey and previously was a 
member of the advertising sales 
staff of the Providence Journal and 
Bulletin. Jack Reid Jr. has been 
appointed assistant to Mr. Harklow. 


Pennzoil Names Ballard 

E. G. Ballard, formerly with 
Curtis Publishing Co., Philadel- 
phia, has been appointed lubricat- 
ing sales manager of the Pennzoil 
Co., Oil City, Pa. He succeeds H. T. 
Harris, resigned. 


Set Drive for Whisper Nylons 
Whisper nylons, product of 
Supersilk Hosiery Mills, London, 
Ont., will be advertised this fall 
in metropolitan dailies, radio spots 
and street car cards. The agency is 
Paul-Taylor-Phelan, Toronto 


q 17th IN EFFECTIVE 
BUYING INCOME PER FAMILY 


among Sales Management's 
162 Metropolitan Areas 
e 


I f your advertising dollar is seeking 
the quality markets first—then the 
Quad-City area belongs close to the 
top of your list. Year by year this 
community rates higher and higher 
among the 162 standard metropolitan 
areas. Good ancestry, fine geograph- 
ical location and diversified means 
of livelihood all contribute to a high 
standard of living among Quad- 
Citians. You cover 3 of the 4 Quad- 
Cities when you use The Argus and 
The Dispatch 


Te MOLINE Ziseated 
Zhe ROCK ISLAND 7¥agues 


THE ALLEN" MLAPP CO Natiane! Repteventatiees 
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“I read 

Advertising Age 

from cover to cover... 

it speaks with authority” 


Says IRVIN SWARTZBERG 
President 
REALEMON-PURITAN CO. 


‘As a manufacturer spending considerable money 

in advertising locally and nationally, it is important to keep abreast 
of ever-changing events in the advertising world. Thus, of the great 
many trade publications received, I am certain to make it a point 

to read each issue of Advertising Age from cover to cover. 

It speaks with authority, and reports the latest news in 

a clear, concise, and interesting manner. The ‘dog-ears’ on 

each copy attest to the fact that our entire advertising and 

sales staff also finds Advertising Age important and 


interesting. Keep up the good work.” 


Advertising Age | 


Advertuers May Wot Be Able te 
Take More Ad Rate Boosts Apsey 


IRVIN SWARTZBERG 


Mr. Swartzberg started selling newspaper space 
at the age of 18 for $18.00 per week and never 
forgot it. Within two years he obtained nine 
raises, and since this was more than the boss was 
getting, he decided to quit and go into business 
for himself. In 1935 he started the ReaLemon 
business from scratch, and made it a family 
standby in millions of homes throughout the 
United States, selling more lemon juice than all 
competitive packs combined. His advertising 
budget will run to about a million and a quarter 


this year, and may reach $1,500,000 in 1953. 


important to 
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Tasti-Diet Foods 
Opens Ad Campaign: 
Building Up to ‘53 


Srockxton, CaAt., Sept. 9—Flotill 
Products, producer of Tasti-Diet 
dietetic foods, has started a promo- 
tion campaign in connection with 
supermarket special offerings of 
Tasti-Diet products in seven mar- 
ket 

The campaign started last week 
in Louisville and Wichita with lo- 
cal newspaper ads and radio spot 
announcements. Similar promotion 
is being done this week in Daven- 
tock Island, Ill, and 
Kan. Later this month 


areas 


port, Ta., 
Hutchinson 


S1MPSON-REILLY, LTD. 
Publishers Representatives 


since so2e 


LOS ANGELES HALLIBURTON BLDG. 
SAN PRANCISCO CENTRAL TOWER 


the campaign will be carried to 
Atlanta and Los Angeles. Ruth- 
rauff & Ryan, New York, is the 
agency 


About 10,000 lines of advertising | 
space will be used in newspapers 
in each of those cities, and about 
15 one-minute radio spots will be} 
used daily. In addition, six TV} 
spots will be used weekly. 


® Tasti-Diet products are being 
promoted as “being as sweet and 
pleasant tasting as any ordinary 
product but with less than half the 
caloric content.”” Among the com- 
pany’s thirty-odd products are 
canned peaches, apricots, figs, fruit 
salad, cherries, packaged choco- 
late and butterscotch puddings 
whipped salad dressing, etc. 

Plans call for active promotion 
in the New York market area in| 
January, 1953. The company’s| 
products, however, are already on 
sale there in certain outlets. Com-/} 
plete national distribution is ex- 
pected to be undertaken early next 
year with an advertising budget | 
in excess of $1,000,000. 


YOU MIGHT GET 
WOLF*— 


OU NEED THE 


f FETZER STATIONS 


TO BAG SALES 


N WESTERN MICHIGAN 


If vou’re gunning for bigger sales in Western Michigan, you 
really need the double-barreled power of the Fetzer operation— 


WAZO-TY in television, WKZO-WJEF in radio! 


TELEVISION 


WRKZO-TV, Channel 3, is the 


Kalamazoo-Grand Rapids—America’s 18th television market. It 
serves more than a quarter million Western Michigan and North- 
ern Indiana television homes—more TV homes than are avyail- 


able in many » 


City, New Orleans, ete. A 28-county Videodex Diary Study made 
in August, 1952, proves that WAZO-TV delivers 93.4% more tele- 
vision homes than Western Michigan's other T} 


RADIO 


WKZO, Kalamazoo, and WJEF, 


radio coverage of Western Michigan. Each is consis 
station in its home city. Together they deliver about 57% more 
city listeners than the next-best two-station choice in Kalamazoo 
and Grand Rapids—vyet cost 20% less! WKZO-WJEF’s rural cir- 
eulation is spectacular, too. 1949 BMB figures credit WKZO- 
WJEF with big increases over 1946 in their unduplicated audi- 


vgly larger markets such as Seattle, Kansas 


A 175-LB. 


7 


Y 


Official Basie CBS Outlet for 
stations! 


Grand Rapids, give outstanding 
ntly 


ences—up 16.7% in the daytime, 52.9% at night! 


Get all the facts on the Fetzer Stations—write direct or ask 


Avery-Knodel! 


*A wolf weighing just over 175 pounds was killed on Seventy Mile 


River in Alaska. 


WKZO.-TV ™wzo 


& (CBS RADIO) 


ALL THREE OWNED AND OPERATED BY 


(CBS RADIO) 


FETZER BROADCASTING COMPANY 
AVERY-KNODEL, INC., EXCLUSIVE NATIONAL REPRESENTATIVES 


Race Winning Quality! 


PURE gasoline named official fuel for leading stock car classics 


Advertising Age, September 15, 1952 
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GASOLINE eee 


FUNNY COINCIDENCE DEPT.—Four days after the Pure Oil Co. 
ad at left appeared in the Milwaukee Sentinel, featuring stock 
car racers, the one at right came out in the Milwaukee Journal 


Elly Heads Reps Group 

Walter Elly, of Walter C. Elly 
Inc., has been elected president of 
the Assn. of Publishers Represent- 
atives, New York. Named as v.p. 
was Herbert Olsow, of H. J. Ol- 
sow & Co. Alexander Smith, of 
Trade Union Advertising, was elec- 
ed secretary, and Samuel Wolf 
treasurer. 


Gaines Signs ‘Luigi’ 

Gaines division of General Foods 
Corp., Kankakee, Ill., has signed 
to sponsor “Life with Luigi,” which 
will return to the air Sept. 22 as 
a CBS-TV show at 9:30-10 p.m. 
EDT. Thirty-three stations will 
carry it. Benton & Bowles is the 
Gaines agency. 


Thain Joins Chicago Agency 


Richard J. Thain Jr., formerly on | 


the editorial staff of National Un- 
derwriter, Chicago, has joined 
Vaughan & Spencer, Chicago agen- 
cy, as v.p. in charge of copy and a 
partner. The agency’s name will 
be changed to Vaughan, Thain & 
Spencer. 


David Halpern Joins Biow 

David Hale Halpern, formerly in 
charge of radio and TV for Owen 
& Chappell, has joined the execu- 
tive staff of the Biow Co., New 
York, as account supervisor on 
Ruppert brewery. 


Lemaire joins Franklin Brown 
Ted Lemaire, formerly with 


Dancer-Fitzgerald-Sample, has} 


joined C. Franklin Brown Inc., 
Chicago agency, as copy chief. 


Y 


TRY A FILE-SEE, WEAR, FEEL THE DIFFERENCE! 


35 Out of 40 Stock Car Racers 
Choose Pate 'Air Glide’ Gasoline 


18 150-MILT AAS BATIONAL CHAMPIONSHIP RACE (8 Biwaett! 


- . aS. 
HELLO NEIGHBOR 


* 


for Pate Oil Co., Milwaukee. The Pure Oil agency is Leo Burnett 
Co., Chicago; Pate Oil is handled by the Al Herr Advertising 
Agency in Milwaukee. 


Ford Foundation to 
Put Up $5,000,000 
For Educational TV 


New York, Sept. 10—The Ford 
Foundation has set aside $5,000,000 
to help launch educational, non- 
commercial television in the United 
States. 

Announcement of the appropria- 
tion was made by Paul H. Helms, 
chairman of the board of directors 
of the Fund for Adult Education, 
which will administer and distrib- 
ute the grant. The money is to be 
made available for financing con- 
struction and programming of the 
| non-profit stations. 
| “The Fund is limited to an over- 
all expenditure of $5,000,000 in 
these two fields,”” Mr. Helms said. 
“It is recognized that even this 
substantial sum can permit only 
a relatively small contribution to 
;either problem. Whatever part of 
| the total grant is spent in aiding 
| station construction will be lim- 
| ited to those few strategically lo- 
cated communities where educa- 
| tional institutions and interested 
| groups of citizens are themselves 
lable and willing to carry a major 
| part of the financial burden. The 
|Fund will have to be guided by 
geographical and other considera- 
| tions that will rule out any assist- 
|ance whatsoever in most commu- 
| nities where channels for educa- 


tional purposes are available.” 

It is believed the fund will help 
finance the building of several ed- 
ucational stations—if the commu- 
nity and educational groups can 
raise two-thirds of the construction 
budget. 


Joins ‘Farm & Ranch’ 

Ben D. Van Cleave has joined 
the Chicago advertising sales staff 
of Farm & Ranch-Southern Agri- 
culturist. For the past three years 
he has been a salesman for Prairie 
Farmer and formerly was with 
Lever Bros. Co. in New York and 
Colgate-Palmolive-Peet Co. in Chi- 
cago. 


KOTV Corporation Changes 

KOTV, Tulsa television station, 
is now doing business as Wrather- 
Alvarez Inc. The name_ was 
changed from Cameron Television 
Inc. following the recent sale of 
the station to Jack D. Wrather Jr., 
California oil man; Mrs. Mazie 
Wrather, Dallas, and Maria Helen 
Alvarez, Tulsa. 


Sheily Names Batten V.P. 

R. A. Batten, formerly associated 
with graphic arts firms in the U.S. 
and Canada, has been appointed 
executive v.p. of the newly organ- 
ized Shelly Films Ltd., Toronto. 


GOA Opens in Asheville 

General Outdoor Advertising Co. 
has established a branch office in 
Asheville, N. C. James S. Griffin 
Jr. is manager. 


PLAN 
YOUR 
CANADIAN 
MARKET! 


You've read about Canada’s rapid new develop- 
ment—the story of the country with the future... 
let us help you plan your future in Canada. Use 


Canada’s Most Responsive Test Market 


LONDON 


and 


Southwestern Ontario 


and discouver the potentialities 


of the rich and growing country. 


London Free Press 


al. e 
84,200 F daily *Publisher'’s statement, March 31st, 1952 


Write 
C. J. Fenn 
Adv. Mgr. 
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Owen and Chappell Go 
with Accounts to K&éE 


(Continued from Page 1) 
process of concentration was at 
work. 

He’d studied the beer business 
(since National was his account) 
and had remarked how the beer 
business grew, but the growth was 
for fewer and fewer brewers who 
grew bigger as time went on. He 
thought the same thing was hap- 
pening in the agency business. 


@ When Kenyon & Eckhardt lost 
Piel’s and National Distillers this 
spring, Jack Owen decided to do 
something about it. He looked up 
K&E in the agency list, called 
Thomas D’Arcy Brophy, and 15 
minutes later was on his way to 
the K&E chairman’s office. 

“I wanted to get a good place 
for my people, my clients and me,” 
he told reporters. 

“This isn’t a merger,” Mr. Bro- 
phy explained at the outset of the 
meeting. 

“I didn’t sell the business—not 
for one dollar,” Mr. Owen was to} 
repeat several times thereafter. 

After his initial meeting with 
Mr. Brophy, he met the other four 
men who head Kenyon & Eckhardt 
—Dwight Mills, Edwin C. Cox, 
William B. Lewis, D. C. Stewart. 

Then ensued meetings with 
Owen & Chappell clients, intro- 
ducing them to K&E President Bill | 
Lewis. K&E sold the accounts. 


@ “You can’t just transfer ac- 
courts,” Mr. Owen explains. “If 
you try to, and succeed, they’ll re- | 
sent it. These weren’t my accounts. | 


| agency, 


| represented to K&E. Hardly 
|Mr. Brophy finished saying that | 


billing in a few weeks last year. 

“If that happens to a smaller 
” he said, “you’ve got to 
cut. Then your second biggest cli- 
ent begins to get nervous—he no- 
tices the paring down, the elimina- 
tion of a department, and so forth 
—and then what happens? 

“I'll make less money on this 
deal,” he said candidly, “but it will 
be better all around.” 

Most of the 43 employes of Owen 
& Chappell will make the transfer. 
Those who aren’t included “will be 


| taken care of.” 


8 About $400,000 in billing will be 
let go in the 60-day period before 
the agency dissolves. Mr. Owen! 
doesn’t know where these accounts 
(the most sizable of which is the 
Airex division of Lionel Mfg. Co.) 
will go at this time, but he be- 
lieves they will not depart in a 
bloc. 

There was some discrepancy (a 
million dollars) in figuring the} 
amount of money the new billing | 
had | 


the transfer represented $4,500,000, 
when Mr. Owen estimated the bill- 


ing at $3,500,000 “or maybe a lit-| 


tle more.” 


NEW FOUR A’‘S CHAPTER—Chicago agencies, 44 of them, now 
have their own Chicago chapter of the American Assn. of Adver- 


tising Agencies (AA, Sept. 8). Attending the 


are (left to right, seated) John L. Willem, Leo Burnett Co.; Har- 
old H. Webber, Foote, Cone & Belding; August Nelson, Four A’s 
| representative, and Clinton E. Frank, Price, Robinson & Frank. 


new board's meeting 


Standing: George Bogart, J. R. Pershali Co.; Henry H. 
Batten, Barton, Durstine & Osborn; Robert R. Burton, Young & 
Rubicam, and James Cominos, Needham, Louis & Brorby. Unable 
to attend the initial board meeting wos Harvey L. MacCowan of 
MacCowan Advertising, secretary-treasurer. This is the 16th local 
chapter within the Four A’s. 


Haupt, 


Sylvania Has Just What the Kids Want, 
and Hopes They'll Drag the Folks to Buy 


New York, Sept. 12—Pity the 
poor parents in this country, where 
psychiatrists are already worried 


| because parents are dominated by 


@ Mr. Owen has operated his agen- 
cy more than a decade. He left 
Arthur Kudner Inc. to go to White 
& Lowell. 


their children. 
They are accustomed to having 
the kiddies demand “Howdy 


fer of a free Buck Rogers space 
ranger kit. There are 1,000,000 of 
these kits, bulging with paper toys, 


ready to be distributed by retailers. | 
In the kit the children will find | 


a Buck Rogers helmet equipped 
with whirling propellers, a mask, 


In successive years he| Doody” (Welch) grape juice, Gene a flying saucer pistol which shoots | 


FCC Claims Victory 
Against Broadcasts 


of Horserace News 


WasuINcTON, Sept. 10—The Fed@- 
eral Communications Commissi@n 
today signaled the successful com- 
pletion of its crackdown on the 


| broadcast of horserace information. 


In announcing that it is granting 


bought out Mr. White, then Mr./| Autry (Wrigley) chewing gum and | cardboard discs, a supersonic rock-| license renewals to 11 radio s' 


Lowell. Then he turned to Kudner 
and hired Charlie Chappell, 
by then was Kudner’s copy chief, 


who 
| pop are about to have a new prob-|tary space phones, chest plates, a| mission said it has assurances t 


Smilin’ Ed McConnell 


(Buster et launcher, a cardboard strato-| tions which were involved in 


Brown) shoes, but now mom and/ sphere space ship, two interplane-|horserace investigation, the co 


They’d just hired an agency where | having succeeded to the job pre-|iem on their hands. 


they'd gotten good service. I} 
wanted them to buy, not to be! 
sold by me. When they said, ‘Is| 
this what you want, Jack?’ I said 
‘You make the decision, but it’s a| 
fine agency.” 

“I wasn’t threatened with the 
loss of a _ single account,” Mr. 
Owen told AA, but he had evi- 
dently done some serious thinking 
about the possibility. 

He pointed to a large agency 
which lost nearly a quarter of its 


viously held by James H. S. Ellis, 
now Kudner president. 
He induced Mr. Chappell to join 


|}him, and the agency has had its 


present name for about eight 


| years. Before joining Kudner, Mr. 


Owen was with McKesson & Rob- 
bins for a number of years. 

It was the first such arrange- 
ment for Kenyon & Eckhardt, ex- 
cept that Otis Kenyon and Henry 
Eckhardt bought the Ray D. Lilli- 
bridge Agency in 1929. 


If Sylvania Electric Co.’s admit- 
ted strategy works, the boys and | 
girls are going to start dragging | 
their mothers and fathers into ra- 
dio and TV stores throughout the | 
U. 8. 


® Capitalizing on the children’s 
current craze for space travelers, 
the television manufacturer hopes 
to lure the little ones, accompanied 
by their supposedly well-heeled 
parents, into the store with an of- 


Northwestern Life 
Ad Shows Drawings 


of Woman's Breast 


Mrnneapotis, Sept. 11—A dra- 
matic and possibly unprecedented 
advertisement—showing a wom- 
an’s breast—appears in the Sept. 
15 Time over the signature of 
Northwestern National Life of 
Minneapolis. The ad portrays a 
self-examination for breast cancer 
in women. 

The dominant illustration of a 
woman making the self-examina- 
tion gives the initial impres- 
sion of a b&w photograph, but 
is actually a drawing made by 
Jean E. Hirsch, medical artist at 
the University of Minnesota's med- 
ical school. Eight smaller draw- 
ings, all line cuts, show “typical 
positions in examination se- 
quence.” 


s Prepared by Batten, Barton, 
Durstine & Osborn, the insertion is 
No. 19 in a series started in 1946 
by Northwestern National and de- 
voted to “helping older people en- 
joy life longer.” 

Each ad offers a free pamphlet 
on a specific illness and thus far 
1,500,000 booklets have been re- 
quested. A recent insertion on the 
prostate drew 7,500 requests for 
the pamphlet. Time and News- 
week are used in the series. 

The agency said the latest ad 
was accepted by Time without dis- 
cussion in view of its scientific and 
factual approach to a serious medi- 
cal problem. 


GERIATRICS: HELPING OLDER 


PEOPLE ENJOY LIFE LONGER 


Longer life for people past 40 


Every year an estimated 20,000 fully once each month Mest breast enjoyment of those later yeam: 
aboormalities—temporary small financial preparedness is also im 

humps, changes in size or eunteur, portant. Northwestern National im 

‘ changes of the skin Gr cipplee—are of Minneapotie—onc of the pioneers 

upper ages the likelihaed of breast nat malignant and are no cause for io offering imuurance to women, 


reases sharply adter 40. 


concern. However, only a phye 


cian = persons with heaich unpairavans, 


Mow of these deaths are needlew. can ene full reassurance that cancer and to groups of working people 

) Weatment of euch cancers ix is not present offers Ger af the widest lecnon af 
began carly, it i succesful i more Already thousands of American Policies af any Asorrican file com- 
than 80°) of the cases to the point women ave enjoying life after having Pav¥. Your NWNL agent—~paid not 
are ‘ill bs me surviwed cancer of the breast. Their primarily for how much ineurance 

fon cases whet recowery hears testimony tw the wills you, Wet for what you hep 


for in whack treanmen 
decal ecyence can ewe 


rics 


T, painless and often 
carly wages, affects 
vied alike. Only 

ke if-exsroimar 
a ownman hepe 
we ln ite caries sages 
ure is mont lakely 
henque is menple, casily 

jearoed thet effective only f tame 
lated Law batat and practiced faith. 


growin strides brine made agains 
diseases of tater Nie through verat- 
the science of helping older 
perake cajoy life tonger. 

Important a it good bealth, ice = =PREE P. 
only part of the picture in the future Breast Cumcer” twill ine mated om togunt, 


nortnwestern Aalional wie 


fore became it onshes you-—can 
help vou plan wisely bor a f 
comfortatle foture through life im 
surance 


AMPHLET "Yew Can Beat 


One of America’s great hfe magancs companse 


INSTRUCTIVE—This ad showing a woman's breast runs in Time this week, o rather 
startling ad in a series Northwestern National Life started in 1946. 


space ranger badge and an official |the stations have discontinued 


membership card. 
@ While the kiddies pick up their 
| toy s—they have “moving parts 
| which actually work”—eager sales- 
|men will escort their elders over 
to have a look at the new 1953 line 
of Sylvania television sets. 
Sylvania hit upon this bring- 
|’em-into-the-store promotion after 
its researchers noted that 74% of 
homes with TV also have children. 
The campaign will break Sept. 
25 in newspapers, magazines, ra- 
dio and TV. Included on the maga- 
zine schedule are Boys’ Life and 
Life, with five Dell comic books 
supplementing this copy. Sylvania's 
regular telecast over CBS, “Beat 
| the Clock,” also will plug the give- 
jaways. In addition, co-op funds 
are available for newspaper, radio 
and TV expenditures on this drive 
}in some 90 cities. 
Roy S. Durstine Inc. is the agen- 


| PRIZES OFFERED ON 

| USES FOR HEAT LAMPS 

| New York, Sept. 12—Sylvania is 
depending on its customers to help 
think up new uses for its infra-red 

‘heat lamps. 

| To inspire people to make sug- 
gestions, the lighting division of 
Sylvania Electric Products will 
give prizes for the most novel an- 
swers. Among the prizes will be 
a TV set and a clock radio. 

Announcement of the competi- 
tion will be made Oct. 11 over “Beat 
the Clock” 
will be asked to advance ideas for | 
novel and different uses for the) 
lamp. Sylvania and Cecil & Pres- 
brey, the agency, are prepared to 
be deluged with humorous as well 
as practical suggestions. 

In addition to the commercials on 
CBS-TV, there will be advertising 
in Good Housekeeping. Dealers will 
be supplied with a variety of point 
of sale material. 


Joins ‘Life International’ 

John I. Wood, formerly with The 
New Yorker, has joined the adver- 
tising sales staff of Life Interna- 
tional. 


on CBS-TV. Viewers) 


| vester Blish, John Budd Co., 


curtailed such news broadcasts. 

The commission also remov 
from hearings its challenge to th 
other stations, including TV s 
tions KLZC-TV, Pasadena, a 
WPIX, New York. 

The FCC warned in Februa 
that it intends to proceed agai 
stations which present informati 
in sufficient detail to assist booki 
and other illegal occupations. T' 
commission is insisting that s 
tions give racing results only 
skeleton form. 

Stations which were granted r 
newals today, in addition to KLA 
TV and WPIX, were KWKW, Pas 
adena; KJBS and KSAN, San 
Francisco; KVSM, San Mateo; 
WWPB-FM, Miami; WAAF-FM, 
Chicago; WLAP, Lexington, Ky; 
WITH, Baltimore; WBNX, New 
York; WGPA, Bethlehem, Pa.: 
WRIB, Providence, and WMIE, Mi- 
ami. 


NBC Promotes Dick Pack 


Richard M. Pack, now program 
manager for WNBC and WNBT, 
New York, has been named direc- 
tor of programs and operations for 
both these NBC owned and oper- 
ated stations. In line with the net- 
work's reintegration of radio and 
TV activities, this appointment and 
other re-assignments down the line 
will relieve Ted Cott, v.p. and gen- 
eral manager of the stations, of 
some of the details of administra- 
tion. 


Newspaper Reps Elect 


Ernest Mennell, v.p. of Moloney, 
| Regan & Schmitt, has been elected 
president of the New York chapter 
of the American Assn. of Newspa- 
per Representatives. Other officers 
are: v.p., J. Rufus Doig, president, 
O'Mara & Ormsbee; secretary, Syl- 
and 
treasurer, Steve Needham, Jann & 
Kelley. 


Stevens Joins Franzen 

Milton S. Stevens has been 
named managing director by Ray- 
mond Franzen, New York consult- 
ant on statistical research. Mr. 
Stevens, who has been with the 
Franzen organization since 1950, 
was formerly director of special 
market research projects for Time. 
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‘Real American Breakfast’ Deal 
Ties in Private Label Coffees 


(Continued from Page 1) 
the trade this month in two-color 
spreads which appeared in Sep- 
tember issues of Chain Store Age 
(Grocery edition), Food Topics, 
National Grocers Bulletin, Pro- 


210,081 subscribers to 
The Rotarian buy 
or approve pur- 
chases of materials, 
supplies and 
services. That’s why 
The Rotarian is 
a good place to tell 
your story. 


gressive Grocer, Super Market 
Merchandising and Voluntary Co- 
operative Magazine. 


® The most unusual feature of the 
campaign is the coffee tie-in angle. 
Coffee is a practically indispen- 
sable part of breakfast to most 
families, and last year the Pan- 
American Coffee Bureau cooper- 
ated in the promotion. When it de- 
cided against doing so this year, 


the participants came up with an) 


unusual solution: 

Chain stores were urged to tie 
their own private brands into the 
promotion, and other retailers are 
being invited to tie in with any 
coffee they prefer. This private 
brand coffee tie-up is being ef- 
fected principally through the me- 
dium of the store-distributed mag- 
azines. It was a major factor in de- 


Special advertisement for buyers of California Newspaper Space 


*Earned merchandising credit means our 


money is spent on your product for your profit! 


New accounts get an initial bonus! 


SAME, BUT DIFFERENT—Four two-thirds page ads in full color 
which will appear in November issues of store-distributed maga- 


lin Sweet Seok 


« Makes 


Swifts Premium Bacon - 


zines. A distinct family pattern is achieved, but the illustration 
is different in each case, to spotlight the product being advertised. 


veloping the chains’ enthusiasm 
for the over-all job. 

The November issues of the six 
|magazines mentioned will carry 
}consecutive four-color, two-thirds 
| page units for each of the four par- 
ticipating sponsors. These will fol- 

low the same general pattern, as in 

| the past, and will be intimately re- 
jlated. The same basic four-color 
|photo appears in all of them, ex- 
cept that each photo is individual- 
ized to place the spotlight on the 
| particular product being adver- 
tised. 


|@ Then will come a full page (pre- 
|pared by the participants), fea- 
|turing the brand of coffee which 
each chain plans to promote. Over 
30 chains, including such giants 
'as Kroger, Safeway, National Tea, 
Colonial Stores, IGA, Grand Union, 
| J. Weingarten, Red & White and 
others, will promote their own pri- 
vate label coffee in the store-dis- 
tributed magazine distributed 
through their outlets. Although 
basic copy, artwork and layout is 
being supplied by the four national 
advertisers, the chains will place 
their coffee ads individually with 
the magazines, and make their own 
arrangements for space payment. 
The newspaper advertising, 
which features all of the partici- 
pating brands, will also give cof- 
fee a “free ride,” but in this in- 
stance it will be identified only as 
“your favorite brand of coffee.” 
Even so, coffee will get exactly the 
same space and the same “sell” in 
the newspaper advertising as each 


of the 
brands. 

How the details of cost and oper- 
ation were worked out by the 
participants is interesting, because 
it demonstrates both the difficul- 
ties involved in such efforts and 
the manner in which most of them 
have been resolved. 


participating national 


® Coordinating the effort this year, 
as in previous years, is Price, Rob- 
inson & Frank, agency for Aunt 
Jemima. Arrangements for the 
promotion having been made, 
PR&F prepared original layouts 
and a copy pattern, and took them 
to a committee consisting of the 
advertising managers of each of 
the products and the account men 
in each of the agencies—Benton & 
Bowles for Log Cabin syrup, Young 
& Rubicam for Birds Eye orange 
juice, and J. Walter Thompson Co. 
for Swift bacon. 

After layout and copy patterns 
were approved by all, each of the 
participants and their agencies 
wrote their own copy, staying 
closely to the over-all pattern 
agreed upon. Then PR&F took over 
on the mechanical production, 
from art through plate making. To 
make certain that the four ads 
were closely tied together, the 
photographs, typography and plates 
for the magazine and newspaper 
advertising were handled for all 
four participants by a single source 
in each case. But the financial de- 
tails were handled by each of the 
four agencies for its own client. 

In this way production was com- 


pletely coordinated, but no finan- 
cial complications developed. Each 
agency was billed for its particular 
material, and each will pay Price, 
Robinson & Frank a modest fee, 
agreed upon in advance, for its 
creative and handling activities. 


8 The pattern coffee ad, prepared 
for chain use, with all that is re- 
quired being the dropping in of the 
name of the coffee, was also pre- 
pared by PR&F after approval, and 
the cost of its preparation and pro- 
duction will be split four ways, as 
will the cost of the newspaper ad- 
vertising. 

In the case of The Saturday Eve- 
ning Post and _ store-distributed 
magazine space, each agency is 
placing its space individually, as 
usual. The newspaper advertising 
is being placed by PR&F and then 
prorated among the participants. 
Benton & Bowles handled the trade 
advertising in the same way. 


® An additional complication is the 
fact that Birds Eye frozen orange 
juice is not available in all mar- 
kets throughout the country. As a 
consequence, there will be no Birds 
Eye page in The Saturday Evening 
Post, but the “basic breakfast set- 
up” appearing in the other three 
ads will still feature a big glass of 
orange juice. 

In the same way, the Birds Eye 
copy will be dropped out of news- 
paper ads appearing in cities where 
the product does not have distribu- 
tion, and general copy plugging the 
Real American Breakfast will be 
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substituted. When this occurs, the 
cost of the newspaper ad in that 
particular city will be split three 
ways, instead of four. 

On store material, tie-up mats. 
etc., the problem has been solved 
in much the same way. Production 
of all this material is correlated, 
but each participant orders what 
he wants individually, in direct 
contact with the supplier. 

On the working sales level, Gen- 
eral Foods handled merchandising 
relations with the store-distributed 
magazines and chains on the coffee 
angle. Each participant's sales force 
scheduled its own selling efforts, 
but to avoid duplicate merchandis- 
ing calls on chains and major out- 
lets, General Foods, Swift and 
Quaker jointly decided, at the dis- 
trict office level, how to split calls 


and take orders for displays, pro- | 


mote tie-up ads, etc. 
Menu tip-ons, back bar strips, 


buttons and other items are also’ 


being provided for restaurants. 


Pressmen Like Arbitration 


The International Printing Press- 
men and Assistants’ Union of 
North America has voted in favor 
of continuing arbitration agree- 
ments with the American Newspa- 
per Publishers Assn., pointing out 
that the only winner in strikes “‘is 
an emotion which soon dissolves 
when the economic loss is figured.” 
The pressmen also said the arbitra- 
tion clauses have helped the union 


“in overcoming requirements of’ 


the Taft-Hartley Act.” 


Bauch Goes to Reddi-Wip 


Norman Bauch has been appoint- 
ed director of sales of Reddi-Wip 
Inc., St. Louis. He was formerly 
divisional and vocational director 
of sales and advertising for Nation- 
al Dairy Products Corp. 
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Fill up your cup with ; 
(Brand Coffee) 


for the 
Real American Breakfast ! 


hits the spor- (Brand Coffee) 


TOR e eRe e eee neeeeeeees 


FREE RIDE—More than 30 food chains will 

feature their own private label coffee 

brands in this full page ad which will also 

appear in the November issues of store dis- 
tributed magazines. 


Charles Ford Names Cushing 


John F. Cushing, formerly ad- 
vertising and sales promotion man- 
ager of Pioneer Gen-E-Motor Corp. 
and before that advertising and 
mail order sales manager for All- 
state Insurance Co., has been 
named associate advertising direc- 
tor of the brokerage firm of Charles 
Ford & Associates, Chicago. 


Macmullen Names Wasserman 

Macmullen Associates Inc., New 
York, has appointed Sidney R. 
Wasserman v.p. and sales promo- 
tion manager. Mr. Wasserman will 
work in developing exhibits and 
other displays for trade shows, con- 
ventions or demonstration pur- 
poses. 


DEPOSIT SLIP 
DEPOSIT SLIP 


WORCESTER 
Bank Deposits 


in 1952 
Soar 13% 


pbove 1951 


Steadily growing business activity, and expanding 
industry have helped Worcester’s bank deposits to climb 


annually — this year to $502, 


more than 1951. 


142,412, a whopping 13% 


Put your product in front of these Worcester families 
—who account for $290,902,000 of retail sales* alone with 
a buying income 24%* above the national average — 
by systematic advertising in the Telegram-Gazette. Every 
message, every day, reaches 153,234 families, 104,542 


every Sunday. 


*Soles Management 1952 Survey of Buying Power; further reproduc- 


tion not licensed. 


WORCESTER’S WONDROUS TWINS: 


1. High buying power, 2. 


OF RADIO 


STATION 


rer 7 


WORCESTER, MASSACHUSETTS 
MOLONEY, REGAN & SCHMMITT, lec. 


Notional Representotives 


George F. Booth, Publisher 


WTAG AND: WITAG-FM 


Consent Decree 
Issued inOAAA 
Anti-Trust Suit 


Cuicaco, Sept. 9—The Justice 
Department’s two-year-old anti- 
trust suit against the Outdoor Ad- 
vertising Assn. of America ended 
today with a consent decree that 
| provides: 
| 1. That the OAAA grant mem- 
bership to any person engaged in 
the outdoor advertising business 
who desires to join. 

2. That the association publish, 
upon request, the same display 
plant information for non-mem- 
bers as it publishes for members. 

3. That the OAAA not recom- 
mend, influence or fix either the 
rate or amount of commissions or 
prices. 

The consent judgment, which 
was entered in federa! district court 
here, also prohibits the association 
from dividing territories for the 
operation of display plants, and or- 
ders it to cease other acts and prac- 
tices which the government charges 
it engaged in to prevent competi- 
tion between members and be- 


tween members and non-members. 
The consent decree “will in no 
way change the present operations” 
of the OAAA, J. B. Stewart, treas- 
urer of the association, said in a 
statement released after the judg- 
ment had been entered. Mr. Stew- 
art said that the OAAA had 
amended its by-laws in October, 
1950 (four months after the Jus- 
tice Department filed its suit), “so 
as to give practically every relief 
sought by the government...” 


'@ Mr. Stewart contended that the 
association had not limited its 
membership for more. than 30 
years, and that its statistical service 
has been available to any applicant, 
and upon request has included the 
plant data of non-members. 

The Justice Department's case 
lagainst the OAAA actually started 
six years ago this month, when the 
|department’s anti-trust division 
| subpoenaed all the association’s 
lrecords for the period from 1929 
'to 1946. The investigation of the 
records continued until June 30, 
1950, when the government filed 
its civil suit (AA, July 3, 17, °50). 

Coincident with the filing of its 
suit against OAAA, the Justice De- 
partment also instituted anti-trust 
action against General Outdoor 
Advertising Co., accusing GOA of 
achieving a monopoly in 1,500 


cities, towns and markets east of 
the Rockies. This suit has not yet 
come to trial. 


Credit Insurance Gains 

The Consumer Credit Insurance 
Assn. reports that the volume of 
credit life insurance in force on 
June 30 was 38% higher than a 
year ago. This type of insurance 
covers a person who makes a loan 
or buys on instalment. It pays off 
his debt and, in some cases, also 
pays a cash balance to his surviv- 
ors, The amount in force on June 
30 was estimated at $5.6 billion. 
The association alse reported that 
credit accident and: health insur- 
ance—which makes payments on 
debts when the policy holder is 
disabled—increased by 65% dur- 
ing the first six months of 1952. 


PastePopen oi 
- Boct:Tect 


BEST-TEST never wrinkles 
— curls — shrinks Excess 
rubs off clean 

FOR THE GRAPHIC ARTS A MUST 


Photographic Deolers every 
where 


UNION HUBBER & ASBESTOS CO 
TRENTON WA 


LoS eg E22 MAKES PASTING A PLEASURE 


30 years of skilfully fitting a top-quality medium to 
a top-quality market is ringing cash registers 

all over rich Central New York for WSYR’s and 
WSYR-TV’s local and national advertisers. 


Write, Wire, Phone or Ask Headley-Reed 


Pa 4 


PACUSE 


AM e FM e TV 
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NARTB Ruled Out of License Hearings; 
Not an ‘Interested Party,’ FCC Says 


(Continued from Page 1) 
cause it had not required the uni- 
versity to demonstrate that it has 
the financial resources to proceed 
with the construction of the sta- 
tion. 


8 In rejecting NARTB's position, 
the FCC said, “We are of the view 
that petitioner is not a ‘person ag- 
grieved’ or whose interests are ‘ad- 
versely affected.’’ 

In effect, the FCC ruled that the 
only person who could challenge 
the grant to tHe university would 


No Sense in planting 
all your seeds in one hole 


Mun ve 
4.6134 Smaller ads typeskilled by WALK 
JAY P. spread over a wider area... elimi 
nate uncertainty, assure safer pull 

WA LK advertising typographer 


11 ZCAST HUBBARD ST., CHICAGO 11, ILL. 


be a rival applicant for the same 
channel 

The ruling is of great importance 
to educators, for the FCC has de- 
liberately handed out 
mercial permits without requiring 
applicants to show that money is 
available for construction. 

When the issue was raised, the 
FCC said many educational insti- 
tutions would not be in a position 
to get the construction funds from 
city councils and state legislatures 
until the commitment for the chan- 
nel is approved. 


3 MORE TV STATIONS 
APPROVED BY FCC 


WASHINGTON, Sept. 10—The Fed- 
eral Communications Commission 
today approved three additional 
applications for commercial TV 
stations. 

With today’s grants, FCC has is- 
sued 44 commercial permits since 


non-com- | 


|the lifting of the construction 


freeze. It has also issued eight 
grants for non-commercial sta- 
tions. 

Today’s grants were to the Win- 
nebago Television Corp., on Chan- 
nel 39, Rockford, Ill.; Roanoke 
Broadcasting Corp., on Channel 10, 
Roanoke, and Mississippi Publish- 
ers Corp., on Channel 25, Jackson, 
Miss. 


Bantam Books Promotes 2 

Bantam Books Inc., New York, 
has promoted Walter Pitkin Jr. to 
executive v.p. and Sidney B. Kra- 
mer to v.p. Both men have been 
with the company since it was 
founded in 1945, Mr. Pitkin as v.p. 
and editor and Mr. Kramer as sec- 
retary-treasurer. 


GF Promotes Stockbridge 

Henry P. Stockbridge, formerly 
merchandising manager for Min- 
ute Rice in the Minute division of 
General Foods Corp., has been ap- 
pointed assistant sales and adver- 
tising manager for the same prod- 
uct. He has been with GF since 
1939. 
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Martineau Says Cigaret Ads Are Trite, 
Overlook Powerful Reasons for Buying 


(Continued from Page 1) 
ings to its readers. 

“We make a sad mistake when 
we overlook all its rich complex 
meanings and let ourselves be eval- 
uated purely by slide-rule statistics 
on cost-per-thousand copies,” he 
said. 

To probe beyond the limitations 
of such statistical research, adver- 
tising has turned to the social sci- 
ences, he added. 


s “You can’t find human motives 
merely by asking people polite 
questions,” he pointed out, “be- 
cause they either don’t know the 


answers, or if they do, they almost | 
une by Social Research Inc., two 
| major reactions to beer advertising 


never reveal their intimate think- 
ing to anyone else. 


“Even when we do understand) 


our own motives, there always is 
the problem of self-ideal. We aren’t 
going to admit that we are snobs, 
that we are greedy, that we bought 


ore 


100 feet from blast off! 


This blockhouse is as close as a man can get to a guided 


missile at take-off. 


Inside this concrete dome, in rooms crowded with 
electronic equipment, flight officers supervise and con- 
trol missile launchings. The two large windows, backed 
by a relay of mirrors, give safe periscopic vision. The 
small center window, made of safety glass six inches 


thick, gives a direct view of the 


Here, at the U.S. 


shoot”. 


Air Force’s Missile Test Cen- 


ter on Cape Canaveral, Florida, huge guided missiles 
blast off at regular intervals into a roaring are of 
flight ... tracked over their thousand mile path by 
an intricate network of communications. 


The editors of Aviation Age were the first repre- 
sentatives of an aviation magazine granted permission 
to visit this long-range missile testing center. Their 
exelusive report appeared in two recent issues of 


Aviation Age. 


Aviation Age has consistently been as close as a 
magazine can get to important technical developments 


in aviation. 


Attention to detail, a passion for accuracy and 
an infinite capacity for taking pains have made 
Aviation Age the authoritative spokesman of the 
industry it serves. Aviation Age is read by key men 
throughout the aviation industry—chief engineers, 
designers, flight supervisors, purchasing agents, top 
management, officers high in military air command. 
These men depend upon Aviation Age for information; 


they quote it; they trust it. 


This intense interest, this concentration of buying 
power is yours in the advertising pages of Aviation Age 


...a leader in its field. 


Aviation’s Technical Magazine 


4 


iation Age Bins, 


A CONOVER-MAST PUBLICATION 


205 East 42nd Street, 
New York 17, N. Y. 


something because we have an un- 
satisfactory sex life. We won't re- 
veal this to strangers and probably 
not to ourselves.” 

Nose-counting, he said, can tell 
you how many people drink milk, 
how many are foreign-born, etc., 
but it won’t tell you why Ameri- 
can adults drink milk, while 
Frenchmen prefer wine. 


8 To illustrate the purposes and 
methods of motivation studies, 
Mr. Martineau discussed the Trib- 
une’s study of consumer attitudes 
toward beer and beer advertising 
(AA, Nov. 26, ’51). 

In this study, made for the Trib- 


were found: (1) people didn’t un- 
derstand many of the symbols used 
by various brewers in their ads, 
which meant a lack of identifica- 
tion, and (2) there was a definite 
hostility toward much advertising 
using the high-class theme. 

Mr. Martineau also explained the 
operation of the projective tests, 
or Thematic Apperception Tests, 
that are being used in the cigaret 
study just being completed. 

“In these tests the subject is 
presented with some ambiguous 
situation which he has to structure. 
As any of us try to make sense 
out of a new situation, we uncon- 
sciously betray our own deep- 
seated values and drives,” he said. 

“In the TAT the subject is asked 
to write stories about some inter- 
esting personal situation portrayed 
in a picture. In so doing, he uncon- 
sciously loads onto the hero of the 
story his own problems, his own 
strengths and weaknesses, and his 
way of looking at the world— 
whether he is optimistic or pessi- 
mistic, whether he thinks he has 
strength to meet possible conflicts.” 
L. In conclusion, Mr. Martineau 
forecast a continuing increase in 
qualitative research to find out 
just why people actually behave as 
they do. 
| “Who would contest that we must 
|go0 beyond reliance on mere pa- 
| Fades of words and cliches if we 
| actually expect to convert people?” 
|he asked. “Every beer is lighter, 
every cigaret is milder, every gas- 
oline gives more power. Yet we 
don’t make decisions to buy goods 
or do anything else on the basis of 
| mere words. 

“It is important that we create 
| advertising which will unlock these 
| basic consumer motivations, that 
| we communicate, that we actually 
| change behavior. I don’t think we 
| will achieve the act of persuasion 
efficiently until we do.” 


Need Top Executive? 


Advertising, Sales- 
|| Promotion, Merchandising 


Able administrater, organizer, plan- 
ner, equipped for place on manage- 
ment team. Personable, aggressive, 
imaginative. 


Unique record combines 20 success- 
ful years in sales, advertising, pro- 
motion, merchandising. Wide range 
experience in several industries and 
product lines. Know advertising 
techniques, research, media, point- 
of-sale. 


Seeking top spot with major mar- 
keter who wants a big job well done. 


Current earnings, $20,000. 


Box 256, Advertising Age 
801 2nd Avenue, New York 
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at there was 4 handsome young prince whe was outs 
O about fisting One day he was casting 4 popper plug in @ 


“What's this? Se the prin 
turned inte a fish by a wee 
credible pulchrituuie. 
handseme youns Man c 
va don't say’ 
thes witch live?” 

Down the read a piece 
guarded by « fery dragon enghty feet long 

‘Come with me, knido,” sau the pane Dokily. Aflersiaving 
the dragon he took the beautiful maiden by the hand and led 
her mtu the castle 

“Did you turn cae hesutiful young princess into 4 six-pound 
smalimouth buss?” wid the pance, “Ves indeed.” 


duzry Moade hack 
So the wach did, and the pamée entered ber in the fsinag 


Condi 


And he fished hapyyly 


MORAL ; Never speak fondly to a wnalimouth bas. 


ER 


and caught a six-pound vmalithooth bas Whee he aw 


pond 
t\ the swe of the feb he waroverjoyed. “Come to daddy, sweet 
heart’ he said. woogeeg ot inte the rowhoat 
; At ihat wvstant the six-pownd smallmouth turned ‘ste a 
beautiful golden huired panes “Vike!” sad the prance. 


mens explamed that she had been 
ed witch, who was joalous of her r- 
vi the «pe? qoold be brokun only Dy a 
athng Der has ewoethesrt 


said the prince, indignantly, “Where docs 


said the princess, “wn a cavle 


sted the 
What's it co ye 


es a Chamber of Commerce Fishing Contest with 3 


Nash Golden Airflyte as first prize,” said the prioce. “Turn this 


vio a fivh, or IW give vow a fo car’ 


nd sure coowgh, he won 4 beautiful 1952 Nash Golden 
wh » Bods, Dual Reclining Seuts, Weather Eye 
ned Air System, Dual-Range Hydra-Matic Drive and 
Super Jethre Engine 

ever after, 


Nee More: Dice ed Katee Corperarmee Oyrat 31 totegen 


THE SIX-POUND BASS—For the first time outside sports and men’s magazines, Nash 
Motors is running an Ed Zern fable ad as a page in Time Sept. 15 and Newsweek 
Sept. 22. Geyer, Newell & Ganger is the agency. 


FTC Issues Equal 
Price Order Against 


International Salt 


WaAsHINGTON, Sept. 10—The Fed- 
eral Trade Commission today or- 
dered International Salt Co. to 
give competing wholesalers and re- 


2 Newsprint Mills 
Raise Prices Oct. 1 


New York, Sept. 11—Two U. S. 
newsprint mills have upped con- 
tract prices, effective Oct. 1. St. 
Croix Paper Co. will increase its 
price $5, making its base price 
$122 a ton. New York delivery 


tailers equal price and advertising| price will be $121 a ton, or $1 


allowance terms. 

The order follows the precedent | 
established in 1948 when the Su-| 
preme Court approved a maine 
price order against Morton Salt Co. | 

International was accused of giv-| 
ing lower prices to customers who 
bought $50,000 or more of salt an- 
nually from any source, and to cus- 
tomers who ordered table salt in 
single order quantities of 100 cases 
or more. 

It was also said to be paying 
large retailers for advertising and 
display services while not making 
such payments available to com-| 
peting retailers on proportionately 
equal terms. 


@ The commission said the price 
discriminations were not shown to 
have been justified by differences 
in cost. 

After the Morton Salt decision, 
International discontinued its dis-| 
count for firms buying $50,000 or) 
more of salt annually, the FTC 
said. However, it has continued to 
discriminate in favor of 100-case 
customers and to give advertising 
allowances to large retailers, the 
commission claimed. 


} less than base because of port al- 


lowance. 

Southland Paper Mills will ad- 
vance its price $6, making its de- 
livery price here $122 a ton. This 
compares with $126 a ton quoted 
on Canadian newsprint. 

Jobbers and mill representatives 
here express surprise that these 
mills did not increase prices more 
than they did. 


@ The newsprint market is rela- 
tively quiet. It is difficult for new 
buyers to contract for any sizable 
quantities. Spot delivery sales are 
sluggish at about $128 a ton. Some 
large users reportedly are not tak- 
ing their full quotas, and some of 
this tonnage, though small, is be- 
lieved to be available to spot buy- 
ers. A lot of 400 tons was offered 
this week at $130 witheut takers. 
Sales at $128 in lots of 500 and 
600 tons have been reported. 

Bock paper is inactive and prices 
steady. ‘ 


Poppele Follows Maddux 
in WOR-Mutual Exit 
J. R. (Jack) Poppele has re- 


| signed as v.p. in charge of engi- 


Searle Gets KOA Posts 


Don Searle has been appointed | 
executive v.p. and general mana- | 
ger of KOA and KOA-FM, Denver, 
following purchase of the NBC 
stations by Metropolitan Television 
Co. Mr. Searle is also president of 
Town & Farm Co., owner of KMMJ, 
Grand Island, Neb., and KXXX, 
Colby, Kan. He succeeds Charles 
C. Bevis Jr., who will remain with 
NBC in an executive capacity to 
be announced later. 


Arnold Bakers Names Hoyt 
Arnold Bakers, Port Chester, 
N. Y., last with Benton & Bowles, 
has named Charles W. Hoyt Co., 
New York. 


| neering for Mutual and director of 
|}engineering for WOR, 


the net- 
work’s key station in New York. 
Mr. Poppele, who had been with 
the station for 30 years, said he 
will become a consultant for TV 
stations with WOR-TV as his first 
client. He was also a member of 
Mutual’s board of directors. 

Mr. Poppele is the second v.p. 
to leave WOR-TV in recent weeks. 
His resignation comes on the heels 
of that of R. C. Maddux, sales chief 
for WOR'’s video outlet. 


Tyson Gets Nuodex Account 

Nuodex Products Co., Elizabeth, 
N. J., maker of paint ingredients, 
has appointed O. S. Tyson & Co., 
New York, as its agency. 


Last Minute News Flashes 


9 Magazines Carry Modess Premium Ads 

Mit.ttown, N. J., Sept. 12—Personal Products Corp. has launched a 
premium promotion offering 20 vials of famous perfumes for 50¢ and 
a Modess box top. Spreads and pages are running in Ebony, Harper's 
Bazaar, Life, Photoplay, Radio-TV Mirror, True Experiences, True Love 
Stories, True Romances and True Story. Young & Rubicam is the 
agency. 


Block Tests Chlorophyll Denture Cleansers 

New York, Sept. 12—Block Drug Co. has put a chlorophyll denture 
cleanser, under two different names, in three midwestern test cities. 
The company’s Polident and Stera-Kleen brands are being usee for the 
cleansers, which are being advertised with “sizable” newspaper ads 


3-Media Campaign Started for Texcel Tape 

New Brunswick, N. J., Sept. 12—Industrial Tape Corp. has begun a 
large promotion for Texcel cellophane tape using magazines, news- 
papers and television. The schedule includes the Chicago Tribune, Look. 
McCall’s, New York News, This Week Magazine, newspapers in Hart- 
| ford and Kansas City, Kan., and television in Atlanta. Kenyon & Eck- 
| hardt is the agency. 


John McManus Joins Agency; Other Late News 
|}@ John F. McManus, previously advertising manager of Thayer Inc., 
Gardner, Mass., and before that ad manager of Heywood-Wakefield 


| Co., has joined Zimmer, Keller & Calvert, Detroit agency, as an account | 


| executive. 


@ “Welcome Travelers,” which will bow on TV this fall over NBC, has 
|picked up another quarter-hour sponsor—Helene Curtis Industries, 


Cigar Co. (Donahue & Coe) finally secured adequate time clearance 
for the “Herman Hickman Show.” Mr. Hickman also is expected to 
star in a post-football game telecast over the network under the spon- 
sorship of Mennen Co. 


e@ Henry A. Dreer Inc., which is beginning a national campaign in 
magazines, newspapers and business papers for Reddi-Gro, through 
Aitkin-Kynett, Philadelphia, has appointed H. W. Fairfax Co., New 
York, to handle the mail order newspaper and magazine end of the 
promotion. 


e It appears likely that Liggett & Myers Tobacco Co.’s new campaign 
for Chesterfield will place heavy emphasis on newspapers. Chester- 
field dropped Bob Hope and Bing Crosby, and cut down on Arthur 
Godfrey for fall. They’re taking over “Dragnet,” formerly sponsored 
by its Fatima brand, for Chesterfield, on radio Sept. 14 and TV Sept. 
25. Cunningham & Walsh is the agency. 


e Williams Inc., New York, has been appointed agency in the New 
York metropolitan area by Pfaff Sewing Machine Corp. Newspapers, 
radio, TV and car cards will be used. Bozell & Jacobs continues as the 
national agency. 


e@ Stanley J. Reulman, head of Pacific Coast sales activities for Katz 
Agency, national advertising representative, has moved his headouar- 
ters from Los Angeles to San Francisco. Richard Hasbrook, formerly 
manager of the Los Angeles office of Avery-Knodel, radio-TV station 
representative, succeeds him as manager of Katz's Los Angeles office. 


the advertising agencies involved 


Masland Repor tedly would make no comment. 
Won't Renew Sales — JOSEPH M. HOPKINS 
Contract with Smith __ Nw Yous, Sept. 12—Joseph M. 


Hopkins, 73, one-time president of 
New York, Sept. 11—It appears Advertising & Selling, died yester- 
day at his home. 

Mr. Hopkins spent the early part 
of his career in business paper 
publishing, and at one time was 
general manager of Printers’ Ink 
Publishing Co. He left that posi- 
tion in 1920 to become president of 
A&S. 

Later he entered the broker- 
age business, and at his death was 
associated with Childs, Jeffries & 
Thorndyke. 


WALTER A. MAYER 

RuTuHerForD, N. J., Sept. 12— 
Walter A. Mayer, 67, v.p. of Pren- 
tice-Hall, publisher and printer 
of textbooks and business infor- 
mation, died here yesterday. A 
native of New York, he spent most 
of his life in banking and insur- 
ance. He joined Prentice-Hall as 
an executive in 1939. 


JOHN L. MARKEY 

Rauway, N. J., Sept. 12—John L. 
Markey, 59, advertising agent of 
the Pennsylvania Railroad, died 
Sept. 10 of a heart attack. A native 
of Jersey City, he was a former 
member of the Rahway city coun- 
cil and had been with the railroad 
42 years. 


likely that C. H. Masland & Sons 
will end its 14-year sales and dis- 
tribution association with Alex- 
ander Smith Inc., on Jan. 1. 

Although Masland’s latest five- 
year contract with Smith, which 
allows Smith to act as sole selling 
and distribution agent, does not 
| expire until Dec. 31, 1953, the New 
York Times today published a 
|story saying the association be- 

tween the two companies would 
| end this year, at Masland’s behest. 
| Trade reports say that Mas-| 
lland’s distributive organization 
| will be headed by Gerald C. Dene- 
| brink, former v.p. for sales of the 
| Bigelow-Sanford Carpet Co. 

|s Carpet industry leaders are so 
| convinced that the separation will 
come, according to the story, that 
|they are concerned only with 
| whether Masland will sell directly 
to dealers or use wholesalers, a 
controversy that has plagued the 
carpet industry for more than nine 
years. 

There were no reasons given for 
the expected severance, but trade 
sources speculated that Masland 
feels it must have more specialized 
representation for its Wilton car- 
peting, which it turns out in quan- 
tity. 

Also, wholesalers pointed out, 
| both companies now manufacture 
cotton carpeting and thus are com- 
peting rather than cooperating on 
sales. Smith makes Axminster and 
velvet carpets. Besides Wilton, 
Masland turns out some velvets. 

Officials at Masland, Smith and 


Oakley Named Sales Manager 

Cecil B. Oakley has been ap- 
pointed sales manager of Temco 
Inc., Nashville gas appliance man- 
ufacturer, according to W. B. 
Evans, president. Rising from the 
ranks, Mr. Oakley was formerly 
company field representative, a 
post he has filled for the past six 
years. 


Chicago (Ruthrauff & Ryan). Other new business at NBC-TV: General | 


| The 


Hooper Starts 
Using Diaries 


(Continued from Page 1) 
surveyed and _ individually  re- 
ported on by any rating service or 
combination of services,” Mr. 
Hooper said. It is available starting 
in October. 

Of the 40 cities, 12 will receive 
monthly reports. These are New 
York, Chicago. Philadelphia, De- 
troit, Los Angeles, Cleveland, Bal- 
timore, Boston, Washington, San 
Francisco, Cincinnati and Atlanta 
Reports will be issued six times a 
year in the next 16 multi-station 
and large single station markets. 
Reports will be published three 
times a year in the remaining mar- 
| kets. 


e Mr. Hooper explained that the 
technique to be applied to TV is 
the one already used for radio area 
Hooperatings, issued for high-pow- 
ered stations and others with a 
wide service area, and for the old 
national U. S. Hooperatings. 
Among the new data to be in- 
cluded in the TV area Hooperatings 
are: Teleratings, based on TV 
homes only; sets-in-use based on 
all homes and TV homes; projec- 
tion of ratings expressed in num- 
ber ef homes watching the program 
for several additional cities; co 
position of audience and num 
of viewers per set (this has 
published occasionally in the p 


measurement of weekly cum 
tive audiences in addition to d 
audiences of programs broad 
several times a week. Source 
terial will be provided to tabul 
such information as size of fam 
duplication among programs d 
city area vs. “outside area” view- 
ing. 
4 

@ Use of the diary will enale 
Hooper to provide ratings for 1} 
shows and a 24-hour measurement 
upon request. ¢ 

Mr. Hooper also said he would 
furnish a summary of these vido 
findings as often as three timeg a 
year, in regional TV audience z 
ports. The pocketpiece will cof- 
tinue to be published to summag- 
ize both teleratings and projectio 


Luckies Will Use : 
University Radio 
Station Network 


New York, Sept. 11—American 
Tobacco Co. has signed for a new 
series of programs on a 50-station 
network—composed entirely of 
college radio stations—on behalf of 
Lucky Strike cigarets. 

The series, which starts Sept. 15, 
will be aired daily on all stations 
and will employ two kinds of 
shows—one a newscast, the other 
a sports-music combination. 

Where one isn’t installed, a 
United Press teletype will be put 
into each station to provide news 
coverage and as an aid to radio 
and journalism students. The sta- 
tions range geographically from 
Dartmouth to Stanford, and from 
the University of Idaho to South- 
ern Methodist University. 

Batten, Barton, Durstine & Os- 
born is the agency. 


Hearst Transfers Palmer 

Cort N. Palmer, sales promotion 
director of House Beautiful, has 
been named promotion manager of 
American Weekly, another 
Hearst publication. Mr. Palmer's 


{successor at House Beautiful has 


not yet been named. 


Bradway Joins Billings 


Bruce M. Bradway, associate ed- 
itor of ApverRTISING AGE for the past 
five years, has resigned to enter 
the public relations field, joining 
Curtis Billings & Associates, Chi- 
cago p.r. counsel. 
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Chicago Ad Workshop Set 


The Chicago Federated Adver- 
tising Club’s 1952 Advertising 
Workshop gets under way Sept. 15 
in thé Morrison Hotel. The first 
session will be a panel discussion 
on the question, “What are the so- 
cial sciences worth to advertising?” 


Globe Appoints Warner 
Harold Warner Co., Buffalo, 
has been appointed by Globe Wo- 
ven Belting Co. of the same city 
Business magazines will be used 


Philly Agency Boosts Taber 


Donald C. Taber has been ap- 


pointed head of the creative and 
copy department of Ecoff & James, 
Philadeiphia agency 


We sell space and sub- 
mit practical promotion 
ideas to publishers which 
they use successfully. 


A specialized service 
for publishers. 
NV Allen and Rutherford 

730 EAST OHIO ST., CHICAGO 11, ILL. 


Telephone WHitehall 4-6715 


Role of the Rack Jobber Highlighted 
in Fourth’ This Week’ Drug Survey 


(Continued from Page 3) 
with the jobber until it’s sold to 
the ultimate consumer. For this, 
the jobber takes care of merchan- 


dising and stocking, and ware- 
housing. The retailer is rid of 
worries over slow-moving stock, 


price reductions or capital tied up 
in backroom inventory. 

When the merchandise comes in 
to the dealer, it’s arranged in or- 
der-form order, and dropped into 
slanting trays on the rack, all 
price-marked and ready for sale. 
The picking trays double as ship- 
ping containers, and are placed in 
racks on the truck. When the driv- 
er reaches the retailer, he has the 
priced order form, with an adding 
machine tape. This serves as an 
invoice and the driver collects on 
the spot. 

The rack jobber offers the gro- 
cer guaranteed sales; nationally ad- 
vertised merchandise, pre-marked 
and ready for sale; free delivery; 
25% gross profit; additional allow- 
ances based on monthly volume. 


s As a result, there are now more 
than 100 rack jobbers across the 


Presenting the local medical 
news, and views on vital prob 
lems of the associations, the 
State Journals wield a compel 
ling statewide influence 


Carrying only advertising ac 
ceptable to the A. M. A. Coun 
cils, the Journals maintain the 
doctors’ confidence on every 
page —editorial and advertis 
ing 


Penetration of the Journals is 
close to 100 per cent, including 
every member physician in the 
39 states served 


you reach with the 


STATE MEDICAL JOURNALS 


Channelledentirely through 
one office, vour advertising in 
any number of State 
Journals calls for only one con- 
tract, one original plate and 
one statement 


chosen 


Journal of Med. Assn. of 
Medici 


KA Med. Society, Journal of 
NNECTICUT State Med. Journal 
LAWARE Med. Journal 

STRICT OF COLUMBIA Med. Annals of 
1DA Med. Assn. Journal of 


ITO NIGCOEPED 


AWAI! Med. Journal 
NDIANA State Med. Assn. Journal of 
OWA State Med. Soc., Journal of 

AS Med. Soc. Journal of 
UCKY Med. Journal 
1ANA Journal of State Med. Society 
E Med. Assn., Journal of the 
YLAND Medical Journal 
HIGAN State Med. Soc. Journal of 
NESOTA Medicine 
OURI STATE Med. Assn., Journal of 
ASKA State Med. Journal 
ENGLAND Journal of Med. ( Mass., 
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MOUNTAIN Med. Journal (Colo., 
vyo.. New Mex., Mont.) 
CAROLINA Med. Assn. Journal of 
DA 


country, and the Toiletry Merchan- 
disers Assn. is eyeing methods of 
integrating the rack jobber with 
the manufacturer in the promotion 
of brands. 

Competition in the toiletries field 
is especially keen. Channels of dis- 
tribution are being radically al- 
tered. Between 1950 and 1951, for 
example, house-to-house selling of 
toilet goods increased its share 
14%, food stores increased 42%, 
drug stores increased their sales 
but their share of market dropped 
3%, department stores lost 6%.| 
variety stores lost 9% and all other | 
outlets (a small part of the mar-| 
ket) were 20% off. | 

Drug stores are meeting competi- | 
tion by experimenting with self- 
service, modernizing stores, mov- 
ing to suburban locations, develop- 
ing special promotions, and pro- 
moting prescription business for 
customer confidence in the whole 
store. 


® Prescription business is impor- 
tant; Drug Topics figures that the 
397,000,000 prescriptions filled in 
1951 by retail druggists averaged 
$1.88 each, or $746,000,000, or 
19.1% of total drug store sales. 

Prescription volume is booming 
because manufacturers are devel- 
oping new drugs. Further, manu- 
facturers spend more than $300,- 
000,000 a year to maintain the pre- 
scription volume. Of this, $100,- 
000,000 goes into research and 
clinical trial; then comes profes- 
sional promotion, a catch-all which 
This Week figures comes to $200,- 
000,000. Included in this figure are 
$55,000,000 in professional direct 
mail expenditures, and detailing— 
it’s estimated that between 10,000 
and 12,000 salesmen detail doctors 
—and medical journal advertising 
and exhibits. 

However, more ethical manu- 
facturers are switching to consum- 
er advertising. In 1949, consumer 
institutional advertising by ethical 
manufacturers was only $661,242; 
in 19509 it was $880,689; in 1951 
it was $2,355,961. 


s In summation, This Week reports 
that (1) prescriptions are being 
emphasized more than ever before 
and this trend, in turn, builds de- 
mand for sick room supplies, (2) 
modernization of stores is proceed- 
ing rapidly—either toward selt 
service or semi-self service—and 
this, together with visual store 
\fronts and open displays, means 
that the package has to do an in- 
creasing share of the p.o.p. promo- 
tion, (3) chains still like special 
|promotions which can be tied in 
|with national campaigns because | 
|they increase store traffic and build | 
| volume, and (4)—perhaps most} 
|important—there now are some} 
| 60,000 food stores which handle a} 
| fairly complete line of health and 
| beauty items. In the food store 
operations, the brands that don’t) 
jturn fast are dropped quickly. 
| The current study is broadened | 
considerably, compared with earli- | 
er studies. Actually, it is primarily | 
a trend presentation. 

However, earlier data on chain 
store volume, extent of distribution 
and share of total sales by the vari-| 
ous chains in each county have 
been brought up to date and are 
being distributed with the study. 


N. Y. Club Announces Course 

Beginning Oct. 20, Advertising 
Women of New York will sponsor 
the 24th advertising survey course 
program for the 1952-1953 season. 
The course will meet once a week. 
It will cover various phases of 
advertising. Lectures, which will 
be held at the Hotel Astor from 
7:30 to 8:45 p.m., Monday, will be 
given by men and women prom- 
inent in the advertising field. Fee 
for the series is $15. 
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“Look. Vike” 
Balbriggan Mxjsenae 


LOOK-ALIKES—This Munsingwear color page 

won't run in Life until Dec. 1 but promo- 

tion of it in salesmen’s brochures has al- 

ready caused increased sales of the Look- 

Alike pajamas. Campbell-Mithun is the | 
agency. 


Park & Tilford Readies 
Ads on Its Tintex Dyes 


Park & Tilford will introduce a} 
new “miracle formula” Tintex 
color remover to spearhead fall 
advertising for all-fabric Tintex 
tints and dyes. Also featured in 
the campaign will be how to give 
wardrobes and homes a new look 
through home-dyeing, how to dye} 
bulky articles in washing machines | 
and how to make flowers and cor- 
sages from re-dyed old nylon} 
stockings. 

Metropolitan newspapers in all 
important markets will receive in- 
sertions through November in sizes 
of 300 to 200 lines. Radio, mostly 
participating sponsorships, will be 
employed extensively from coast 
to coast, plus business papers, home 
economics publications and point of | 
sale. Storm & Klein, New York, is 
the agency. 


Superior Account to Lewis 


Superior Separator Co., Hopkins, 
Minn., has appointed Addison Lew- 
is Co., Minneapolis, to direct its 
advertising. The agency will handle 
all communications for the parent 
company and for its two operating 
divisions, the Farmhand Co., man- 
ufacturer of farm materials hand- 
ling equipment, and the Superior‘ 
Grain Separator Co., manufacturer 
of grain cleaning and treating 
equipment. 


Evans Opens SF Office 

Keith H. Evans, Los Angeles 
publishers’ representative, - has 
opened an office at 593 Market St. 
in San Francisco. 


Big Reardon Drive 
Set for Newspapers 


New York, Sept. 9—Reardon 
Co., St. Louis paint manufacturer, 
launched a seven-week newspaper 
campaign this week to promote 
home decorating. Large-space ads, 
most of them in four colors, are 
being used to promote Dramex, a 
product which “colors like paint, 
resurfaces like plaster.” 

The campaign, which the Bu- 
reau of Advertising, American 
Newspaper Publishers Assn., calls 
“one of the most intensive news- 
paper campaigns in the industry's 
history,” includes insertions in 
Sunday magazine sections in 26 
markets. Run-of-paper color will 
be used in markets where Sunday 
magazines or roto sections are not 
published. 


@ The current drive was pre- 
ceded by a local saturation test 
several weeks ago in Minneapolis 


jand Detroit. Gardner Advertising 


Co. is the agency. 

The company is merchandising 
the campaign heavily. Special kits 
have been issued to salesmen and 
intensive dealer support is being 
furnished. 

The Bureau of Advertising’s 
presentation, “Now You Can Cash 
in on The Greatest Show on Earth,” 
was used in preparing the current 
campaign. A special adaptation of 
the show was presented to Reardon 
sales forces at regional sales meet- 
ings. In addition, showings of the 
presentation will be made to Rear- 
don distributors by bureau mem- 
ber newspapers. 


Westinghouse Offers Lamp 
Premium for Vacuum Buyers 
Westinghouse Electric Corp. will 
launch a national ad campaign this 
fall in key newspapers and Sunday 
supplements to introduce a premi- 
um offer. A $15.95 odor-killing 
lamp set will be given to pur- 
chasers of either of two models of 
Westinghouse vacuum cleaners. 
Betty Furness will give product 
demonstrations on the “Studio 
One” CBS television program. 
The electric housewares division 
at Mansfield, O., also announced 
that the Westinghouse open han- 
dle steam iron will be marketed 
this fall in Pittsburgh, Boston and 
Philadelphia. It was introduced in 
Cleveland last June and in St. 
Louis this month. National distri- 
bution is not expected until 1953. 
Fuller & Smith & Ross is the agen- 


IN SELLING BOTH 


MEN AND WOMEN, the 


Courier-Express has a proven record for results which 
foretells the effectiveness of your sales message in reach- 
ing those Western New York families with the most 


money to spend. 


BUFFALO 
COURIER-EXPRESS 


Western New York’s Only Morning 
and Sunday Newspaper 


REPRESENTATIVES : 
SCOLARO, MEEKER & SCOTT 


: : i ne >, 
De ees ee et / ; ; _ eee. eee <a es eo as 
her = ee 
4 rt 
Ss a ee ee 
2 +4 
; a ~« BF 
: po | 2 | e 
Aor F A -s 
4 ee ih \ 
“ait A Ps & 
er) P———C‘i‘CtsCi*zr ’ = \ 
: “ * A a 2 . 
; Po aay 
a % + ete 
. =" is SEALE ae oo eee PRIS Le 
fa _ 
Pa A ¥ $ | 
ek 
ae 
oe 
ie ; Ze 
5 e &) 
oy Neches, 
4 , Aare | es 
cs: Pye CAs 
3 ec ry f >\< iltes -~ \ = 
Ae # =~ Ve 7 be } 
ae a Re FH VG il 
i Ls DY. bey a 
x %. : *; hd {: ) ‘~ os Vy © P “a 4 
cael 1 4; % &S) a 
tae Ass 7) sf Ae Bs 
be EO” fed ALY at x 
Com = XxX * > ay ‘ : 
Poy \ \ 4 Tom gat ia 
— “j\ ff yo" om ii x 
se f ee 3 om . eaeee | e: 
ee ~ 4 . _ q i oy ee en ee | ay 
— Bee So. a ae a A eg = 
iw t. | | A oR ee 
PS, , : \ ee? charted Mary Oy 2 ee P F 
as ; \ Pee ; a Bie Re a, ie s * os 
i a A P SSR i oy scciceeeeeiiantamaaaamseiaaaasaaaastiaintaticataciatiniaainatamneisastnaneamntiatieS a 
F i : ‘ ae adh C44 "Oh ‘ Y, ere Reha = War “KC ; 
iets \ eee Se ey 
oto « y shoe + na . ES USN 8, s _ 
Y 9) 4. ae Se ey = ae a ; 
if OMe get | 
i y ‘ sing. tt a 
"s A ee n 4 
. y eet p 
4 ? An \ts vt oj . 
"ee as g 
| a a 
RIZONA es - 
: -oLoR © 
: TATE JOURNAL NOW FUL atl wi nday 4 
x ' und be 
oe ag 5 jaily am t = 
art ‘ jor © \ grea N ie 
oa NVERTISING BUREAU |) ~ pul ROP ON ea |) : 
BF Sages AD wre of the + bh PENNSYLVA NIA me ’ rn , sistas —to give ‘ no rhs powerte ‘ 
. P tt . 
2 an Medical Atte a po ee ee 4 
ve Ms cHicAaGo vo, Wein TENNESSEE State Med. Assn. Journal of ies 
a ok, agen? , TEXAS STATE Journal of Med a : 
ENG, ex VIRGINIA Med. Monthly ane 
bet. WEST VIRGINIA. Med. Journal ie, 
eh. WIGCONSIN—Med. Journal a RRR FTE TS TS TST TEARS RA } 
ti a a oF. 
WG — a aa 
ee = s r = eae 


Advertising Age, September 15, 1952 


Boston Conference 
on Distribution Is 
Set for Oct. 20-21 


Boston, Sept. 10—“Distribution 
in a Free World” will be the theme , 


at the 24th annual Boston Confer- 


ence on Distribution Oct. 20-21, at | 


the Hotel Statler. 
More than 20 speakers of na- 
tional and international reputation 


will address the gathering, which , 


is devoted to appraisal, by out- 
standing authorities, of the eco- 
nomic forces and trends affecting 
the distribution of goods and com- 
modities. 

The conference, open to all who 
are interested in the future of busi- 
ness and industry, is usually at- 
tended by approximately 1,000 
leaders from the fields of manu- 
facturing, retailing, agriculture, 
banking, advertising and market 
research and government in the 
U. S. and Canada. The speakers 
include the following: 

T. V. Houser, v.p., Sears, Roebuck & 
Co., “Distribution and the American 
Standard of Living’; Donald M. Hobart, 
v.p., Curtis Publishing Co., “Measuring 
Sales Potentials’; Charles F. Phillips, 
president, Bates College, “Lessons from 
the Last Five Years of Retailing”; Rich- 
ard Glenn Gettell, chief economist, Time 
Inc., “Distribution in a Free Society’’; 
Helen G. Canoyer, Professor of Economics, 
University of Minnesota, “Does the Mar- 
keting System Serve the Consumer?"; 
Paul Millians, v.p., Commercial Credit 
Co., “To Market! On Credit.”; Hector 
Escobosa, President, I. Magnin & Co., 
San Francisco, “Selling Fashion Is My 
Business”; Fleur Cowles, Associate Editor, 
Look and Quick, “America’s Stake in the 
Distribution of Ideas”; and Alfred Politz, 
President, Alfred Politz Research Inc., 
“Effective Market and Opinion Research.” 


NO CLEANING PROBLEM—Valentine & Co., 

maker of Valspar paints, is using this win- 

dow display to introduce its new Velvet line 

of paints. The display, which uses color and 

motion, was created and produced by the 

Warren O. Woodward Co., Long Island 
City, N. Y. 


CCA To Open LA Oftice 


Controlled Circulation Audit, 
which now has 515 members, is 
opening a Los Angeles office which 
will be headed by Paul W. Man- 
ning, formerly of its Chicago staff. 
Temporary headquarters will be at 
the Hollywood-Roosevelt Hotel. 


Harold Poth Joins Roman 


Harold E. Poth, formerly art di- 
rector of H. George Bloch Adver- 
tising Co., St. Louis, has been ap- 
pointed art director of the Roman 
Advertising Co., St. Louis. 


| Florida Commission 
Sets Ad Drive for 
New Citrus Crops 


LAKELAND, F1ia., Sept. 10—The 
|Florida Citrus Commission kept 
|one eye cocked on the West today 
las it developed some of its plans 
|for advertising the new orange, 
|grapefruit and tangerine crops 
| which will begin moving within a 
| few weeks. 

| On request of the Florida Tan- 


| gerine Cooperative, which has the} 


jmajor aim of moving tangerines 
| westward in order to relieve east- 
|ern markets, the commission voted 
lto spend $20,000 in advertising 
funds and provide dealer service 
cooperation to help develop several 
west-of-the-Mississippi River 
fringe markets to be selected later. 

This is several times the amount 
spent for this type of promotion 
during the tangerine shipping sea- 
son last year. Tangerines begin 
moving shortly before Thanksgiv- 
ing and the season runs only about 
four months. 

Four additional men authorized 
for the merchandising division 
staff all will go to western posts— 
two to Texas, one to Kansas City 
| and one to Chicago. Forty men now 
are in the field. 


ls The commission decided to spend 
|approximately $50,000 of its radio 
|advertising funds to sponsor The 
Statesmen, a popular southern male 
quartet that will be re-christened 
the “Citrus Crusaders.” The 15- 
minute transcribed programs will 


KMBC-KFRM is wise in the ways of a woman. So is Bea John- 
son, newly appointed KMBC-KFRM Director of Women’s programs 
and conductress of the “Happy Home,” (8:30-9:00 AM, Monday through 
Friday). But that’s not all. Women in the Heart of America know 
all about Bea Johnson, too. They know her as housewife and mother, 
and one whose wide experience can provide them with the answers 
to their problems. That is the reason why they requested her return 
to the air. As Joanne Taylor on KMBC from 1936 to 1941, she was 
one of their all-time favorites. 


’ 


So now, more than ever before, the relationship between The 


KMBC-KFRM Team and the women of the Kansas City Primary 
Trade Area exists as a very effective cycle. These women are well 
acquainted with Bea Johnson. Bea and The Team are likewise well 
aware of the wishes of these listeners and are first to supply them 


with the 
Johnson, 


rogram material that they want. The association of Bea 
MBC-KFRM and the lady listeners is an unbeatable com- 


bination—for the advertiser. Bea’s sincere recommendation coupled 
with the prestige of KMBC-KFRM is certain to make sales of any 
product or service carried on “Happy Home.” 


os This is the third of a series on The 


KMBC-KFRM know- 


how which spells dominance in the Heart of America. 


“Happy Home” on... 


eK MBC-K ERM 


OWNED AND OPERATED BY MIDLAND BROADCASTING COMPANY 


Call KMBC-KFRM or Free & Peters for the story of Bea 
ond the “Happy Home.” BE WISE—REALIZE... that to 
sell the Whole Heart of America Wholeheartedly, it's 
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be heard three times a week be-, while the non-owners (who made 
tween 7 and 8 a.m. on strong local up 53% of those interviewed) 
stations in 19 markets from the @Verage 12 hours a week. 
Carclinas to San Antonio. The 

schedule runs from mid-Novem- “ 

ber to around the first of June. SOMEBODY $ SECRETARY 
About a fourth of Florida’s citrus Venom Tul @055 eaves Yoatcn cones 

is sold in the western and south- | ms saces-PROMOMOWAL | ARE TOPS FOR 
western areas to be covered by | COme 800K muST / READERSHIP. 
the show, J. Walter Thompson| | Wf MOSE ul 6 ) Oe ee usey 
|agency men pointed out. Cities on), tan a Two-way 
}the schedule include Fort Worth, | S’®éTcn 4 
Dallas, San Antonio, Houston, 
| Shreveport, New Orleans, Jackson, 
| Miss., Memphis, Nashville, Knox- 
ville, Chattanooga, Birmingham, 
Atlanta, Augusta, Greenville,) 
Charleston, S. C., Charlotte, Ral-| 
eigh and Greensboro. | 


| 
| 
| 


People Without TV Sets 
Do Plenty of Viewing 
Meck Television Inc., subsidiary | ™ S 
of Scott Radio Laboratories, has Fe full information and free sample 
found that people without TV sets booklets, write to the leading pro- 
see almost as much television as ducers of special-purpose comics: 
those who do have sets. A 340-per- | 
son survey in Washington, D. C.,) H A L L A $ $ 0 ¢C j AT E $ 


revealed that set owners average 17 42nd at Madison, New York 17 
16% hours per week watching TV, | 1” ¥*5t “2nd at Madison, New Nor 


= wal 


to sell Memphis . 
you need Both 


—to give you the selling punch 
in this two billion dollar market 


owned and operated by the Commercial Appeal 
National Representatives - The Branham Company 
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NEW YORK OFFICE: 9 Rockefeller Plaza DETROIT OFFICE: Free Press Building MIAMI BEACH OFFICE: Hal Winter Co., 9049 Emerson Ave 


WORKING AMERICA LEAVES HOME IN THE MORNING 


and GOES HOME in the 
EVENING 


TO SELL MORE 


GO HOME IN THE EVENING WITH THE 
CHICAGO DAILY NEWS 
TO THE ABLE-TO-BUY FAMILIES WHO 
CAN AND WILL BUY! 


CHICAGO DAILY NEW 


For 77 Years Chicago's HOME Newspaper 
JOHN S. KNIGHT, Publisher 


DAILY NEWS PLAZA: CHICAGO 6, ILLINOIS 


SAN FRANCISCO OFFICE: Story, Brooks & Finley, 703 Market Street LOS ANGELES OFFICE: Story, Brooks & Finley, Inc., 165! Cosmo Street 
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